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Why are we spending one million dollars to 
advertise Colombian coffee? Why are you see- 
ing one ad after another featuring Juan 
Valdez? Whatcan this program dofor roasters? 

It is no secret to you that Colombian coffee 
is essential to good @& coffee blends. 

This is the story we are telling consumers. 
We are educating them about quality coffee 
brands. Because there is no @ better time 
to Stress better coffee @than right now. 

A good part of the public has the @means 
and motivation to buy quality @@ products. 

Many retailers are suffering from drastic 
price cutting. They welcome a chance for good 
markup on quality products.@® 

And roasters who have plowed huge sums 
into good coffee brand names are; certainly 
anxious to protect them 

How can they be protected? @ Must they 
be sacrificed as loss leaders?@ 

Doesn’t it make more sense® to take ad- 
vantage of the ready-made quality @ story 
of Colombian coffee? @ @ @e% 

To mention Colombian coffee in your ads? 
On cans? And to customers? @® 





ANOTHER BIG CHAIN DISCOVERS: 
GOOD/YEAR 


preground, prepackaged 
coffee at minimum cost 


In all Daitch Shopwell outlets, too, coffee is now marketed the modern 
efficient way — preground and prepackaged in bags lined with PLIOFILM. 


No more traffic jams around the old-fashioned grinder. No wasted 
space. No machine maintenance. And the readily heat-sealed PLIOFILM 
liner protects both flavor and aroma, keeps preground coffee bean. fresh. 


Get the whole story on this better, thriftier way to merchandise coffee. 
See your Goodyear Packaging Films Engineer or write: Goodyear, 
Packaging Films Dept. P-6433, Akron 16, Ohio. 


OODFYEAR 


Pliofilm, a rubber hydrochloride—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 





A 
Coffee Buyer’s 
Guarantee for 


UNEQUALLED 


DEPENDABILITY 
and 


SERVICE 











NEW YORK 


79 Pine Street 


NEW ORLEANS 
336 Magazine Street 


CHICAGO 
767 N. Milwaukee Ave. 


& COMPANY : 


Representatives in: 
INCORPORATED SANTOS, RIO de JANEIRO, 


PARANAGUA 


= oO r F & & I M P oO a T Ec ie % and principal coffee producing 


countries throughout the world 
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Promotions... Year of Achievement 


The year 1960 may well be remembered as 
the kickoff year for the most ambitious pro- 
motions our industry has ever undertaken. 
More money has been spent, and will continue 
to be spent, than at any previous time in the 
industry’s history. And, most important, these 
promotions are succeeding in concerning a far 
greater proportion of the American market 
than has ever been the case before. 

The familiar Pan-American Coffee Bureau 
advertising theme, “League of Honest Coffee 
Lovers” is just one example of the support 
coffeemen are receiving in promoting their 
product to an ever widening circle of America’s 
consuming public. Through the medium of 
such nationally circulated magazines as “Life” 
and “Look” the idea of a better cup of coffee 
is now familiar in even the smallest of ham- 
lets scattered throughout the breadth of our 
country. Colombia’s Juan Valdez has become 
as common to newspaper readers, in many 
areas, as the arrival of their morning mail. Es- 
sentially both of these promotions are aimed at 
furthering the public’s interest in coffee from 
a particular area. But they go further than 
this. They are helping to increase overall cof- 
fee consumption, and this is the important ser- 
vice that they perform. For the basic fact is 
that what is helping one, is helping all, whether 
he be grower, broker, or manufacturer. The 
overall impact of these promotions is making 
sales for you no matter what segment of the 
industry you represent. 

Nor has tea been neglected in the scheme of 
things. The Tea Council of the United States, 
Inc., through its upcoming Iced Tea Cam- 
paign will attempt to corner an even greater 
proportion of summer sales than has ever 
been the case before. Television viewers in 
some 18 selected areas throughout the coun- 
try have been saturated within recent months 
by the successful “Two Sides to Tea” cam- 
paign. This thoughtful presentation brought 


to the attention of millions of viewers the fact 
that tea is not just for gentle old ladies sitting 
before the fireside. Millions of younger view- 
ers may be expected to have absorbed some of 
this message. Add to all this the fact that 
the Tea Council will, this spring, open their 
imposing Tea Center just off New York’s 
upper Fifth Avenue and you'll begin to realize 
the amount of money and effort which is 
going on at all times to woo and win the con- 
suming public. 


Today, no one owns a customer. We are 
selling a product that must be quality. Our 
advertising must impress upon the housewife 
the fact that this quality is important. Our 
packaging must reflect this quality in the in- 
creasing battle for the consumer dollar. The 
recent National Packaging Exposition in At- 
lantic City pointed up the fact that impressive 
packaging is a major factor in selling. Two 
floors of the immense Convention Hall were 
crammed with packaging ideas, all directed 
towards the technique of visually separating 
the consumer from his food dollar. Coffee 
and tea packaging were heavily represented 
in this display. 

Let’s make no mistake about it. Competi- 
tion is going to be rugged in the next decade, 
at all levels of our industry. It’s been this way 
for some time now. Customer loyalties to 
particular brands are being strained. You've 
noticed this in the increasing number of re- 
gional market battles which are being waged 
through local advertising. 

What does it all add up to? Simply this! 
Our various trade associations are support- 
ing us in the market battle. Their advertising 
is constantly opening up new markets for us 
in America’s coming “decade of plenty.” If 
we are to compete in this market it’s time to 
think of making our product the preferred one 
in our community. 
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VORE 
THANEVER It Pays To Dispose Of 


Chaff The Burns Way 


COOLER 


r COLLECTORS 


STONER 
COLLECTORS 
CENTRAL CHAFF 
SUCTION COLLECTOR 


—_ 
| 


SMOKE ELIMINATOR 


ROASTER COLLECTORS 


Because Burns Chaff Removal Systems are 


e safe «+ economical 
- automatic .- efficient 


AUTOMATIC . . . Burns can install a Chaff Removal System that will collect 
and discharge automatically directly to a Burns Chaff Incinerator—regular 
or smokeless. 


ECONOMICAL |. . Burns Chaff Removal Systems allow you to concentrate 
your labor costs on production, not on profitless waste materials. 


EFFICIENT |. . Burns Chaff Removal Systems eliminate all emptying opera- 
tions, waste handling, clean-up of spillage. 


SAFE |. . Burns Chaff Removal Systems provide immediate disposal of wastes. 
Eliminate the threat of fire caused by smouldering chaff in temporary storage. 


AND SONS, INC. 
IN SAN FRANCISCO 
IN CHICAGO NEW YORK CHICAGO Tempo-Vane Mfg. Co. 


B. F. Gump Co. DALLAS SAN FRANCISCO 
1325 S. Cicero Avenue ENGINEERS & Tempo Steel Corp. 
Chicago 50, 330 First Street 


Illinois 600 WEST 43rd STREET * NEW YORK 36, N.Y. San Francisco 5, Cal. 
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“Fact-Reference” Feature 
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Coffee and Tea 
Patents...1959 


Last year Coffee and Tea Industries published an exclusive digest of patents issued 
during 1958. The even greater number of 1959 patents are enumerated below in 


the first of two articles. 


TREATING COFFEE BEANS WITH SOUND ENERGY 


Luther G. Simjian describes a method of treating bean- 
like food items, e.g. coffee beans, with sound energy in 
order to improve processing characteristics. Thus, coffee 
beans are dehydrated and then exposed to sound energy 
within the range of audible and inaudible high frequen- 
cies. Beans so treated exhibit broken and partially dis- 
integrated inner constituents, and thereafter may be more 
quickly and evenly heated. The flavor and aroma of the 
resulting roasted coffee is said to be improved. (U.S. 
2,881,079, assigned to The Reflectone Corp., Apr. 7, 
1959), 


COFFEE ROASTING 


Joseph L. Kopf burns up the smoke particles and for- 
eign material given off during the roasting of coffee beans 
by withdrawing the hot gases and subjecting them to high 
temperature combustion to remove smoke and other 
particles, then passing the resulting purified gases back 
to the roasting operation, where part of the gases is vented 
to the atmosphere and the remainder recirculated. (U.S. 
2,887,383, assigned to Jabez Burns & Sons, Inc., May 19, 
1959): 


Max Specht prevents coffee bean “perspiration” during 
roasting by coating the surfaces of the green beans, prior 
to roasting, with coffee wax extract obtained during the 
process of removing caffeine from coffee beans. This 
coating does not remain lacquer-like upon the beans as do 
resinous glazing compounds, but penetrates quickly into 
the outer seed layers. (U.S. 2,917,387, one-half assigned 
to Paul O. Tobeler, Dec. 15, 1959). 


Andrew H. Selzer, Eugene G. Berry, and Ralph E. 
Williams circulate roasting coffee about an open space 
and simultaneously subject it to controlled radiation from 
an incandescent source exterior of but in direct communi- 
cation with the open space. A better roasted product is 
produced than when the beans are subjected to an open 
flame in or near the roasting zone. (Canadian 581,366, 
assigned to B. F. Gump Co., Aug. 11, 1959). 


Willi Brandl, of Switzerland, retains the aromatic sub- 
stances and reduces roasting losses by heating the coffee 
beans at low temperature under normal pressure before 
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roasting, drawing off the vapors, roasting the beans under 
pressure, and finally injecting a cooling agent at a pressure 
higher than that in the roasting drum, so that the beans 
will be at least partly cooled before the pressure is allowed 
to drop. (British 824,731, Dec. 2, 1959). 


STABILIZING ROASTED COFFEE BEANS 


To improve the quality and taste of roasted coffee beans, 
Adolf Groneweg, of Germany, introduces and inert gas 
under pressure and at low temperature during the grind- 
ing operation. The gas is injected through nozzles di- 
rected across the material being ground, thus displacing 
the air or oxygen present. (Canadian, 576,810, June 2, 
1959), 


COFFEE EXTRACTS 


In a new method for producing instant coffee from raw 
and unprocessed beans as picked from the trees, and be- 
fore separation from their coats, rather than from roasted 
dry beans, Ramon Perech prepares an aqueous extract and 
heats this extract for at least 1 hr. at about 30°C. in an 
oxygen atmosphere in the presence of an added oxidation 
catalyst. The extract is evaporated to a spray dryable 
concentrate, spray dried, and roasted. The product is said 
to make a beverage with agreeable astringency and a much 
(U.S. 2,872,323, Feb. 3, 1959). 


(Continued on page 10) 


improved color. 





How To Order Copies Of Patents In The English Language 


COFFEE AND TEA PATENTS FOR 1959 

Copies of United States patents may be purchased at 25¢ each 
trom The Commissioner of Patents, Washington 25, D.C. Canadian 
patents are available at $1.00 each from Commissioner of Patents, 
Ottawa, Ont., Canada; British patents at 3 shillings 6 pence each 
from Comptroller, Sales Branch, The Patent Office, 25 Southampton 
Bldgs., London W. C. 2, England; and Australian patents at 5 
shillings each from Commissioner of Patents, Department of Patents, 
Canberra, Australia. 








WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma. The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 
campaign for 
heartier coffee 
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ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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“Fact-Reference” Feature 


Coffee and Tea Patents ... 1959 cominua) 


In a process for producing two salable products of good 
quality soluble coffee extracts with increased yield from a 
given weight of roasted coffee, Albert P. Morrow and 
Joseph L. Kopf roast and grind raw coffee beans, extract 
the ground material with water at 180°F, to recover about 
20% of the weight as a first extract. A second fraction 
is prepared by raising the temperature to 200°F. and 
recovering about 5% of the weight, this fraction being 
marketable without further processing. A third extract is 
then prepared at 300°F, to recover about 7% of the weight. 
The first and third extracts are mixed to form a second mar- 


ketable product (U.S. 2,888,349, May 26, 1959). 


David | 
solving instant coffee tablets from a homogeneous mixture 
of 60-90 parts instant coffee powder, 4-10 parts polyethy- 
lene glycol, and 6-30 parts a water-activated disintegrating 
one-third sodium bicarbonate 
This basic formulation, which 


Hinkley prepares stable, convenient, self-dis- 


agent consisting of about 
and two-thirds alginic acid 
provides black coffee when dissolved in water, can be sup- 
plemented with a sweetening agent and/or milk solids. 
(U.S. 2,889,226, assigned to Morris Solotorovsky, June 2, 


1959) 


To obtain a coffee extract in dry granular form without 
production of any substantial amount of fines, David D. 
Peebles spray dries a hydrous coffee concentrate, moistens 
the powder in a water spray whereby the particles are ag- 
glomerated into moist, porous aggregates, and collects 






































"| HOPE YOU DON'T MIND SIR, ONE OF THE SHIP'S HOLDS 


IS A LITTLE DAMP." 
10 COFFEE & TEA 


and drys the aggregates to a moisture content of 1-3%. 
(U.S. 2,897,084, assigned to Foremost Dairies, Inc., July 
28, 1959). 


In a process for making instant coffee products and for 
isolation of aromatic fractions from roasted coftee, Michele 
Bonotto concentrates an aqueous green coffee bean brew, 
passes the released vapors through silica gel to absorb 
thereon the acid-bodies fraction, treats the silica gel with 
dry saturated steam under reduced pressure, and condenses 
the steam to obtain a condensate of the acid-bodies frac- 
tion. This fraction is added to instant coffee concentrate 
in dry or liquid form, (U.S. 2,903,359, one-half each as- 
signed to McCormick & Co., Inc., and Reginald M. Web- 
ster and Joseph Gola, Jr., Sept. 8, 1959). 


To improve the flavor of instant coffee, Fletcher A. 
Chase, Samuel Lee, and Frederick D. Montgomery admix 
with conventional liquid coffee concentrate before spray 
drying an infusion made by heating a mixture of ground 
roasted coffee and shelled whole eggs in water. This 
process is especially useful for upgrading less desirable 
types of coffee to a degree permitting their use in making 
a high-grade soluble solid coffee concentrate. (U.S. 2,- 
911,302, one-half each assigned to North Woods Coffee 
Co. and American Instants, Inc., Nov. 3, 1959). 


In a process for obtaining high concentration of a coffee 
extract characterized by desirable flavor, taste, and aroma, 
Herbert Guggenheim and Roger M. Stinchfield treat roas- 
ted coffee in a countercurrent extraction system including 
both a hot section and a cold section. (U.S. 2,915,399, 
assigned to General Foods Corp., Dec. 1, 1959). 


William P. Clinton, Herbert Guggenheim, Theodore 
Kraut, and Roger M. Stichfield invented a process for 
producing a high-quality coffee extract in the form of a 
syrup or dry soluble powder, wherein roasted coffee is 
extracted in a plurality of stages, including a hot section, 
(U.S. 2,915,403, as- 
1959). 


cooling section, and a cold section, 
signed to General Foods Corp., Dec. 1, 


Coffee extracts with a high degree of retention of aroma 
and flavor are produced by Ronald Oliver Blench, who 
adds to the coffee infusion small amounts of an organic, 
non-aqueous, water-immiscible, non-fatty liquid of very 
low boiling point and high volatility, such as chloroform 
or a pure aliphatic petroleum distillate, and homogenzies 
and spray dries the mixture, (U.S. 2,918,372, assigned 
to E. Griffiths Hughes Ltd., Dec. 22, 1959). 


In a process for aromatizing the headspace in a jar of 
soluble coffee, William P. Clinton and Esra Pichton fill the 
container, vacuumize the container to withdraw air, and 
then introduce into the space a previously condensed 
coffee-aroma bearing gas, such as grinder gas, roaster gas, 
infusion aroma, or artificial aroma. (Canadian 572,026, 
assigned to General Foods Corp., Mar. 10, 1959). 


To inhibit caking of soluble coffee without leaving an 
(Continued on page 18) 
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Use these Iced-Coffee Display Materials to Sell 
More Coffee Through the Hot-Weather Months 


Why put up with a summer slump in coffee sales? Act now to keep 
sales up for you and your customers by promoting Iced Coffee— 
the refreshing summertime drink! PACB has prepared a Merchan- 
dising Kit to give you a boost in your promotion efforts. The kit in- 
cludes timely newspaper ad mats in one- and two-column sizes, 
that you can use to promote Iced Coffee made with your brand. 
Also included are samples of the colorful new promotional mate- 
rials illustrated on this page. If you haven’t already received your 
Iced Coffee Merchandising Kit, mail the coupon today. Don't let 
hot weather rob you of sales this summer! 


y safe kip uth 
& - 4 A ~ : 


GIANT GLASS POSTER, for windows, pillars, 
walls and mirrors. Full color, 28" x 11”. $2.75 
per hundred (Minimum order, 100). 


4 ICED 
: wR 


i PP as 4 Y 


MENU TIP-ON, with price spot. Full color, 
344" x 4". 40¢ per hundred (Minimum order, 
100). 


FULL-COLOR BANNER, for restaurants and 
stores. Space for your brand imprint or 
related-food item and price. 20” x 8”. $1.70 
per hundred (Minimum order, 100). 


SEND FOR MERCHANDISING KIT TODAY! 


PAN-AMERICAN COFFEE BUREAU 
Dept. A, 120 Wall Street, New York 5, N. Y. 


Gentlemen: Please send me an Iced Coffee Merchandising Kit. 


Name 








TABLE TENTS, for restaurants. Double- Address 
faced in full color. 344" x 4”. $1.25 per City 


Zone State 








hundred (Minimum order, 100). 
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EQUIPMENT 


ENGINEERING 
SERVICE 





Coffee 
Granulizers 


ee 
» 
Ray-Nox Coffee Roasters 
and Ideal Coolers 


Meet today’s demand for consistently 
uniform, accurately sized grinds 


Here's the easy way to meet strictest grind quality standards—Style E Gump 
Coffee Granulizers. The Micro-Set adjustment, shown below, provides a truly 
infinite range of grind sizes—each one 
under positive, unvarying control and 
reproducible at will. A simple adjust- 
ment, without tools, compensates for 
minor wear on the rolls . . . immediate- 
ly puts grinds back “on formula.” 

When the rolls wear to the point of 
requiring replacement, the Gump _ Ex- 
change Head Plan restores grinding 
efficiency, in the most economical and 
convenient way. And—this genuine 
Gump service is now available on the 
East and West coasts, as well as from 
Chicago. 

There are many more reasons why 
Gump Coffee Granulizers have been 
accepted as the standard in coffee grind- 
ing equipment for many years . . . why 
they are, today, your wisest buy, We'll 
gladly supply the facts. Write for details, 


without obligation. 


Bsn Can or dar Lines Bs. GuUMP Co. 


-” Write for literature on pone Engineers and Manufacturers since 1872 
by Gump sage Plant Seuiopent : 
fe te 1312 SOUTH CICERO AVENUE ° CHICAGO 50, ILLINOIS 


see tm 
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The population explosion and tea sales... . 


@TEA'S FUTURE 


thirteen - million - plus new 
consumers and more coming 


By GRANT HORSEY 


President, Salada-Shirriff-Horsey Inc. 


A main reason for the current optimism of the Ameti- 
can business man is the phenomenon generally referred 
to as the “population explosion.” During the war years, 
nearly 14,000,000 babies were born in the United States, 
a rate of increase that has since been substantially main- 
tained. 

The impact of these war babies has already been felt 
on the markets. Many of them are grown up now, and 
are consumers in their own right. We now have 13,400,- 
000 teen-agers between the ages of 15 and 19—a sizeable 
expansion of the market. The number of people in the 
18 to 24 year age group is expected to increase 52% as 
our war babies come of age. 

What we cannot assume is that they will be tea drinkers. 

The spurt in tea sales some years back could be at- 
tributed to the sudden rise in the price of coffee. If it 
has been maintained in the face of a drop in coffee prices, 
and has even risen slightly, this is undoubtedly due to the 
the excellent advertising and promotion campaign of the 
whole tea industry, specifically through the Tea Council. 

The individual manufacturer and purveyor of tea still 
has a responsibility, however, that goes beyond the work 
of the Tea Council. 

The Council, after all, is limited to the painstaking job 
of education. To paraphrase an old saying, you can lead 
a person to tea, but you cannot make him drink. 

The job of seeing that the rise in tea sales keeps pace 
with the population increase belongs to the individual tea 
manufacturer and marketer, The point-of-sales promo- 
tion is his responsibility. Only he can translate education 
into action. 


APRIL, #960 


He can, first of all, make sure that his own product is 
the best possible to produce. Poor tea cannot compete 
with good coffee any more than, in England, for ex- 
ample, poor coffee competes with good tea. 

He can keep prices within reason by modern manage- 
ment economies. 

He can market his product more aggressively, display it 
more vividly, promote it more actively, package it more 
attractively. 

Tea displays in stores and supermarkets do not leap 
out at the customer as do some others. We have been 
too conservative in our marketing methods, and particu- 
larly in point of sales promotion and advertising. 

Tea promotion should be supercharged. 

It should address itself to the new generation, to teen- 
agers, to young homemakers. 

Speaking for Salada, we would welcome the most 
spirited competition among tea companies, as well as co- 
operative efforts—not so much for the markets that are 
as for the markets that ought to be. 

What is Salada doing in this respect? 

We are streamlining our marketing methods, reor- 
ganizing our sales forces, putting greater stress on smaller, 
close-knit, in-the-field branches, with emphasis more on 
field than on clerical work, which last we are trying to 
reduce to a minimum. 

We have tried to activate our advertising in keepinng 
with this new lively age. 

We have livened up our packaging. 

One of our packaging innovations—and in the pack- 
aging field Salada can claim always to have been a pioneer 


(Continued on page 22) 
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‘A” [IS FOR ADVERTISING 


There's a New England adage which states that, “The Apple Never Falls Far 


, ry’ ‘ry’ ss 
From The Tree”, 


For a corollary we would like to point out that advertisers in “COFFEE AND 
TEA INDUSTRIES” never seem to stray far either. Just as a random ex- 
ample let's take Jabez Burns, a Yankee name if we’ve ever heard one. Jabez, 
oldest name in coffee processing equipment, has been a consistent advertiser 
in this publication since 1910. On a month-by-month basis that means that 
more than 1,603 Burns’ advertisements have appeared to date. Multiply this 
by the number of readers of “COFFEE AND TEA INDUSTRIES” who have 
read these advertisements over the vears and you'll begin to realize the im- 


pact they've had. 


Sound like a satisfied advertiser to you? We think it will! 


We can quote others with like records too. Bickford has advertised month-by- 


month, vear-after-vear since 1916. Carter, Macy has a similar record of adver- 
tising longevity in our publication. We think that the implications are clear 
to all, Advertising in “COFFEE AND TEA INDUSTRIES” can give you the 


greatest run for your money. 


We're the trade magazine that comes to mind first. It’s been that way for 
Se e 


S5-years now, 


COFFEE AND TEA INDUSTRIES, 106 WATER STREET, NEW YORK 5, N. Y. 
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@ TEA'S FUTURE 


Typical of the vending units be- 
ing utilized in England is the ma- 
chine pictured at right. Con- 
sumers may have their tea plain, 
with or without milk and sugar, 
simply by dialing proper section 
on middle control. 


Tea in England...... 


vending machines take a giant step 


K. F. Redburn, a director of Joseph Tetley and Co., Ltd., 
the firm whose name recalls to the public the word ‘tea 
bag” writes, in the following piece originally published 
in London’s Tea and Rubber Mail, on vending machines. 

In these days of complex electronic devices and in- 
creasing automation, it is not surprising that a very rapid- 
ly expanding market is developing for automatically dis- 
pensed beverages. Many machines exist which will dis- 
pense coffee with many variations of choice:—black, 
white, sweetened and unsweetened, all at the push of a 
button or buttons, as the case may be. Others, likewise, 
cater for those who prefer chocolate, and the soft drinks 
manufacturers are well in the field with machines that 
serve drinks varying from fresh orange to bottles of ice 
cold Cola—of one brand or another. Tea, although of- 
fering possibly one of the greatest potentials has been the 
last to arrive, and only quite recently has “automatic” tea 
reached a stage that can be claimed to produce a beverage 
that will reasonably satisfy the exacting taste of a season- 
ed tea drinker. 


Differing Methods 


Many machines exist, few of them can claim perfection. 
They fall into two main categories, with variations on 
each: 

(1) Liquid Tea Dispensers. 

(2) Dry Tea Venders. 

The machines designed to serve liquid tea utilize varied 
methods of brewing—the few alternatives open to the 
manufacturers as regards the tea supply are:—(A) Ordi- 
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nary leaf tea, (B) Tea in tea bags, (C) Frozen Concen- 
trated liquid tea, (D) Tea Crystals (or powder as it is 
commonly classed). 

All the above methods are now in use, in several cases 
on proving test basis. Undoubtedly, pure Tea, provided 
the brewing can be properly controlled and a fresh cup 
of tea served, must produce the best cup of tea—the tea 
bag here provides the answer, i.e., although more costly 
than loose tea, it greatly simplifies the serving and eventual 
disposal of the actual leaf. Methods have been evolved 
whereby a continuous brewing system enables a fresh cup 
of tea to be served at all times. This type of machine 
does, however, require a substantial demand or it would, 
otherwise, be rather uneconomic to operate, the system be- 
ing that the brew is served after a given period has elapsed 
and the machine automatically goes on to make a fresh 
brew. Such machines give a choice of with or without 
sugar, milk usually being automatically provided. 


“Not So Simple” 


The machines using liquid concentrates are naturally 
of much simpler operation but here it is a question of satis- 
fying the taste of consumers. This also applies to the 
use of crystals which although good still combat technical- 
ly, the tea leaf freshly brewed. Surprisingly as it may 
seem, it appears that different machines using other than 
tea leaf, appear to produce cups of tea of varying quality. 
This would hardly seem likely as control can, presumably, 

(Continued on page 22) 
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THERE’LL NEVER BE AN ENCORE! 


‘i 





gONTENTS VERY LITTLE 


7 
ES he 


This package of deceptive size and meagre contents cannot 
command consumer acceptance. 


Similarly, encores for tea cannot be achieved should tea bag 
paper fail to produce full measure. Through recognition of this 
we rigidly control the manufacture of our tea bag paper to 

promptly produce full brew strength and true tea flavor— 


ali that the tea within the bag is able to yield. 
C. H. DEXTER & SONS, INC. 


Ask Aldine... 
ALDINE PAPER COMPANY, INC. 


Distributor Manufacturer 
535 FIFTH AVE., N. Y. 17, NEW YORK WINDSOR LOCKS, CONN. 
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@ PROMOTION 


Installation of clock advertising in 
St. Louis busses was checked by 
(Il. to r.) Maurice Hirsch, of Ridge- 
way-Hirsch Advertising; J. L. Bren- 
nan, sales manager of Old Judge 
Coffee; and Carl Hull, president of 
the coffee company. 


CLOCKS AND COFFEE...... 


one way to tick off sales 


When the St. Louis, Missouri public transport system 
announced it was going to install clocks inside 400 buses, 
Old Judge Coffee Company, of that city, seized the op- 
portunity to tie in with a stepped-up advertising campaign. 
The occasion marked the first time that clocks had ever 
been placed inside public vehicles, 

A contract was signed between the transit company and 
the coffee producer's advertising agency for space on a 
six-months consecutive schedule. This time period in- 
sured viewing before a large “captive” audience of over 
11 million bus riders each month. 

The copy on the face of the clock carried the slogan 
“time for’ above a sketch of the company’s well known 
coffee can. Adjacent to each timepiece was an 11 x 42- 
inch bus card ad which bore the same message plus the 
reminder, “St. Louis’ largest selling coffee!” 

Tied in with this bus advertising was a well-rounded 
merchandising schedule worked out by the coffee company. 
They sought every possible avenue of public approach 
which would tie in with the bus campaign. 

First, news releases in all of the local papers announced 
the proposed clock installation to be sponsored by the Old 
Judge Coffee Company. 

Then, since the company has one hundred percent dis- 
tribution in area chain and independent food stores, these 
dealers received 5,000 jumbo, two-color postcards an- 
nouncing the transit clock campaign. This project was 
handled by Joslin Advertising Company of St. Louis. 

Radio “‘disk-jockies” ad-libbed about the Old Judge 
clocks, giving spiels on their convenience to transit riders. 
A transit clock was even installed on the forecast board 
of a 5-minute television weather program. 
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Twenty of the 400 vehicles displaying the clocks were 
selected as “consumer impact buses.” This meant that 
almost every car card in each of these 20 vehicles was an 
Old Judge ad—and this innovation too aroused consid- 
erable comment. 

Large point of purchase pieces showing the Old Judge 
clocks were displayed at retail outlets to be placed on 
counters, display fixtures or in the window. 

A little bit of glamour was involved through the em- 


(Continued on page 26) 
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Introduces another 
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Consumers in the St. Louis, Missouri area were treated to a tie-in 
advertising campaign at the time of the clock installation which 
pointed up the fact that this was a first in advertising. Coupon 
used entitled purchaser to ten cent rebate of purchase of Old 
Judge Coffee, pointed out that it was first choice in area. 
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THIS BRAND OPENS 
NEW FRONTIERS 
[—>". poe PROFIT! 


Silex 2-Unit 
Klectric Warmer 


Silex Automatic 


Coffee Brewer 


~~ 
y 
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Silex 18-Karat 
Gold Plated Carafe 


Silex Stainless 
Steel-lip Decanter 


Silex equipment has 

the flexibility for 

rush-hour efficiency 

or off-peak economy 

. always coupled 

with fast service and 

customer-satisfying 
Famous Silex Silex-brewed coffee! 
Vacuum Coffeemakers 


THE WORLD'S MOST FAMOUS NAME IN COFFEE EQUIPMENT 


SILEX 


THE SILEX CO., 6333 W. 65th St., Chicago 38, Ili. 
in Canada—The Silex Co., Ltd,, Iberville, Quebec 


COFFEE & 


coffee and tea patents ... 1959 
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undesirable foreign taste, Samuel Lee mixes with the cof- 
fee extract 1-20% of finely divided calcium gluconate or 
calcium gluconate monohydrate. Up to 25% of lactose 
also may be added, (Canadian 575,697, assigned to 
American Instants, Inc., May 12, 1959), 


AROMA ADDITIVE FOR COFFEE EXTRACTS 


Jacob R. Feldman describes a process for producing a 
stabilized coffee aroma which can be included in the gase- 
ous state in a container of dry coffee extract to improve 
the aroma of that product. 
leased during grinding of roasted coffee beans, is collected 
and contacted with metallic copper or other absorbent 
to remove the hydrogen sulfide fraction contributing to 
The treated aroma gases are condensed, 


Grinder gas, which is re- 


aroma instability. 
and the aroma composition maintained at a temperature 
of about minus-75°C. until (U.S. 2,875,063, as- 
signed to General Foods Corp., Feb, 24. 1959). 


used. 


PACKAGING COFFEE 


To package roasted coffee in envelopes so that the fresh. 
ness will be retained during a long period, Bengt H. 
roasted beans under a vacuum 
Inert gas 


Tesch removes air from 
maintained for a considerable period of time. 
is then introduced under pressure, and the beans ground 
in the same inert gas atmosphere and immediately pack- 
aged in polyethylene-coated viscose cellulose envelopes. 
(Canadian 575,517, May 12, 1959). 


Marius Berghracht describes an improved apparatus 
and method for vacuum packing envelopes of roasted 
coffee. The envelope is packed, sealed above a row of 
perforations in the envelope, treated in a vacuum chamber, 
and then passed through a second sealing device which 
seals the package below the zone carrying the perforations. 
(British 822,335, Oct. 21, 1959). 


Part Tw Coffee and Tea Patent 
nificant patents issued for tea durina 
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5 important steps in our service to the 
Tea Trade 





OLD SLIP 


Warehouse, Inc. 











Tea Storage 








Blending 








Reconditioning 








Repacking 








Tea Packaging for the Trade 








ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 


37-41 Old Slip, New York 5, N. Y. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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iT PAYS THe TRADE 
HE RUFFNER WAY 


Our offices are strategically located. ready to serve you, 
at the three Principal coffee ports and the major coffee 


distributing center of the mid-west. 


Representation over the years with the most reliable 


coffee shippers in the countries of production, 


Over 64 years experience as coffee brokers and agents 
in meeting the needs of green coffee buyers, 


\ conscientious and dependable service offered to coffee 
roasters by our Ceast-to-coast organization, 


RUFFNER, McDOWELL BURCH, INC. 


Coffee Brokers and Agents 


Established 1896 


NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier st. 
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@ MANUFACTURING 


Typical of feeder - weigher 
units used in bagging oper- 
ation is B. F. Gump machine 
which combines accurate 
weighing with conveyor line 
speed. 


There are ways to hold down the growing 
costs of doing business. Here's one... . 


Check Your Weighing Mistakes 


There’s no doubt that weight watching pays off for us 
all as individuals in the personal health field. This is to 
suggest that weight watching is equally good for the health 
of our business. If money and profits are important, trade 
weights may be even more significant. 


Begin With Receipts 


Good weighing practices in the coffee, tea, and spice 
industries very logically begin with the checkweighing of 
receipts, to make sure that there has been no loss in tran- 
sit, pilferage, or an incorrect weighing of the shipment to 
you. Any of these might easily go undetected if you 
confidently accept the stated weight as correct without 
having your own independent check. In case you pay for 
shipping charges, there is good reason to double-check. 
Experience of scale people has shown that the scales used 
by many carriers and shippers have, perhaps as a result of 
abuse, overlong use, etc., become unreliable, 

If you have your own independent check on the weight 
of the shipments, then you have a basis upon which to 
seek adjustment from your vendors should such charges 
seem out of line. 


Packaging Scales Critically Important 


In the coffee, tea, and spice industry, every processor is 
literally betting his shirt that his packaging scales are 
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correct. Seemingly “trifling” errors, compounded tens or 
hundreds of thousands of times as predetermined 
weights of coffee, tea, and spices whiz along the pack- 
aging line, can lead to enormous losses. 

In this connection, I always recall as a classic case the 
remark of Mr. Fred Blummers, Chief Methods Engineer 
of General Mills, Inc., who spoke before the National 
Scale Men’s Association and declared that his company 
could lose half a million dollars a year if a packaging 
line should allow an “insignificant” overweight on the 
average. 

Mr. Louis Barr, Chief Engineer of Armour and Com- 
pany, speaking on the same platform, reported that his 
company regards scales as “money machines.” “‘All scales 
used to bill customers or to weigh meat are checked for 
accuracy several times daily,” Barr said. 

That means it’s a good practice to have frequent tests 
and regular, independent inspections as a safeguard to be 
sure you are protected against giving away your profits, 


Tips on Scale Care 


Readers of COFFEE AND TEA INDUSTRIES might 
be interested in a few tips from scale manufacturers on 
how to care for their scales. 

We all make the mistake of taking our scales pretty 
Actually, when you think of it, the 


(Continued on page 27) 
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thirteen-million-plus 
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has been the introduction of the pouring spout on the 
loose tea package. Another innovation and a lively one, 
we think—has been the printing of friendly and pithy 
sayings, called appropriately tag lines, on the tags of tea 
bags. 

These, and the four-color illustration of the steaming 
cup on the package, designed for eye and appetite appeal, 
are intended to convey the spirit of cheerfulness inherent 
in our industry's product—traditionally the cup that 
cheers. 

We feel that in so doing, we may have served not only 
ourselves but the industry as a whole. To the extent that 
we can spread the custom of serving tea in the home, or 
in social groupings—among the younger generation in 
particular—every tea company will eventually benefit. 

Tea is a good beverage. The taste for it, once acquired, 
is not easily lost. 


COFFEE IMPORTERS If we can sell our tea story to young homemakers, to the 


new generation, the future of our industry is assured. 


NEW YORK 
101 FRONT STREET 





RF Tea for two with flourishes ... 
SAN FRANCISCO .. . The United Press reports Edward G. Carter, 
160 CALIFORNIA STREET was denied a divorce after he charged his wife had 


a temper tantrum, slapped his face, hid the tea 


NEW ORLEANS and sugar, finally threw the teapot at him. Said the 


300 MAGAZINE STREET judge: “This is just the ordinary wear and tear of 


married life.” 


MEMBER OF 


NGA | tea in England 
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AGENTS FOR 


LEON ISRAEL AGRICOLA t be so much more effective; nevertheless, at present, this 
does seem to be the case. Of course, machines using leaf 
FXPORTADORA S/A (BRAZIL) |] tea are also subject to certain variables which can affect the 
brew. All this explains why the machine to vend liquid 
tea has been the last to appear on the scene; coffee and 
chocolate vending is comparatively simple and the resul- 
tant beverage is not nearly so likely to be the subject of 
, severe criticism, provided it is reasonably good. 
Coffee Planters & Exporters 
Objections Overcome 


Santos Rio De Janeiro 
The other direction the machine manufacturers and in- 


Paranagua Angra Dos Reis ventors have explored and proceeded to develop, is the 
machine to vend a packed carton of tea that can be used 
by the purchaser to make his own cup of tea. The simplest 
of these is a machine that just issues a small carton of tea 
bags, about the size of a cigarette carton and, in fact, this 

machine is presumably an adapted cigarette machine. At 
Israel (London) Ltd. the other at of the scale is : machine that is now being 
General Agents for Europe tested and, from comment heard, appears to be working 
very satisfactorily under particular conditions, This sup- 
plies a small carton containing a tea bag, a stirrer, a sepa- 


110 Cannon Street, London, E. C. 4, England 
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Great way 


to pep up 
tea and sales! 


Lemons sell tea. Tea sells lemons. Both sell 
each other. Naturally! 

Over half of all the iced tea made today 
is taken with lemon. More than a quarter 
of all the hot tea, too. 

Lemon-with-tea is a national institution. 


Profitable for grocers. It was created by 
Sunkist advertising... by an unbroken 40- 
year advertising effort...and by the fine 
work of the Tea Council. 

You’ll be dollars ahead when you team 


up lemons with tea. 


Sunkist Fresh Lemons 
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Because it has more flavor to give 


fpeee oe Coffee! 


Pl 
S. A. SCHONBRUNN & CO., INC. 
Grand and Ruby Avenue ¢ Palisades Park, N. J. 
New York Office: 106 Front St., N. Y. 5, N. Y. 


CDVo 


FAIRCHILD & BOLTE 


120 WALL STREET NEW YORK 


Green Coffee 


AGENTS AND BROKERS 
REPRESENTING 
BRAZILIAN and MILD SHIPPERS 


Members: 


NATIONAL COFFEE ASSOCIATION 
GREEN COFFEE ASSN. OF N.Y.C. 
N.Y. COFFEE AND SUGAR EXCHANGE 


Cfo 


COFFEE & TEA 


Wii 
IT 


tea in England 


(Continued from page 22) 





rate cellophane wrapped portion of granulated sugar and 
dispenses into the users’ own cup (the machine being 
designed at this stage, primarily for siting at works). It 
provides freshly boiled water to brew the bag and a shot 
of milk. Such a machine can, obviously, be fitted with a 
cup dispenser if desired as an additional refinement, and 
now that plasticised cups are available these can easily 
overcome another objection to vended tea. 

It appears that we are on the threshold of a vast step 
forward in the automatic vending of tea, a stage that is 
needed to meet the challenge of other beverages already 
The manufacturers 
and sponsors of such machines have to face, in some cases, 


successfully supplied in this manner. 


great hositlity by workers to the idea of automatic vend- 
ing, and it is absolutely essential that a really good brew 
is served otherwise irreparable damage can be done to the 
whole concept of vending tea in this manner, It is en- 
couraging to hear, however, that in certain tests carried 
out, open dislike of the idea has turned to favourable 
acceptance in the case of some machines when the work- 
er has found that he can obtain a good brew with the 
minimum of time and trouble. 


Will Increase Consumption 


While the big works offer the most immediate market 
for this type of vending, there is an untapped field to be 
developed in many other directions, the list is endless. 
The manufacturer first to solve all the problems will reap 
a substantial reward and, the tea trade should ultimately 
benefit by increased demand for tea. This is particularly 


important in view of the tremendous competitive pressure 
in the field for all other kinds of beverages. 
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Machines stress the fact that tea is freshly brewed, made in the 
same manner one would expect at home. 
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“We were 
taking the plan 


for granted”’ 


POE et PO ile They. tu iets, 





I re FOE OE Oe eae, ee me 


PS, get oO OE OB a Beg ng ete enn 


“You know, Ed, it’s so easy to take these things for granted. 
I knew we'd put in the Payroll Savings Plan a long time 
ago. So I just assumed we had a good, sizable number of our 
employees who were buying U.S. Savings Bonds regularly. 

“Well, last week. our chairman asked me for the exact 
figures. When I checked up I found we had less than a 
third of our people making regular use of the Plan. We 
needed to have someone explain—in person—the conven- 
ience and soundness of this fine thrift program. 


OM Pe meee! to Pee ree 





ear Oe Oe ce On eer Oo y, 
ene ee 


Orde Pe ome sito or 


“I contacted our State Savings Bonds Director right 
away. With his quick, friendly help we set up a thorough 
canvass of everybody on the staff. We found that many of 
our company family were just waiting to have someone tell 
them how simple it is to share in this sound, systematic 
thrift plan. Then the polite suggestion, ‘And why not start 
now?’ really did the work. Today we have a participation 
were proud of, and we're taking steps to increase it still 
more, every payday.” 





PEE NS PEN Ot IORI OUTRO Way ety ee ge 


Renee eee 


Manet gett IE PO, cas ane phen aw Se 


Pe Om mayest eis 


I etek rte PLR es ee ee OR oe te ee een 


Experience of leading companies shows that spreading 
Payroll Savings information through the organization, per- 
son-to-person, results in quick increases in participation. 
And that brings such welcome benefits as lower employee 
turnover, better safety records and the keen satisfaction of 
helping your people to contribute to our Nations Peace 
Power. 


my eee| Ege te 
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ALL U.S. SAVINGS BONDS—OLD OR NEW—EARN %2% MORE THAN BEFORE & 
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COFFEE AND TEA INDUSTRIES, 106 WATER STREET, NEW YORK 5, N. Y. @ 


THE U. S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE, 
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one way to tick off sales 
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ployment of four attractive girls, each of whom was dress- 
ed in bright red Old Judge uniforms. For one week these 
girls boarded all the transit vehicles entering and leaving 
the downtown area and personally handed each rider an 
Old Judge contest entry blank with a 10¢ coupon attached. 
The rider was to complete the phrase “I like Old Judge 
Cottee’s Clocks because ‘i 
Twenty-five winners were selected, each receiving a 24- 
cup coffee percolator, Thousands entered the contest. 
Redemption of the coupons ran as high as eighty percent 
ing this program was the use of a “Canteen Bus.” 
This bus had ultra conveniences including a 12-foot bar. 
not used for regular daily runs but for 
special An Old Judge Clock was installed as 
well as a complete posting of Old Judge car cards. Eye- 
catching 12-foot bus spectaculars were installed on both 


It was, of course 


OccCasIONS 


bus outside. 

The Canteen Bus used for the annual Old 
Judge office Christmas party. Snacks and beverages were 
to employees as well as some prominent guests 
A send-off party there served as an in- 


sides of the 
was first 
served 
ind store buyers 
troduction to the transit clock program. 

bus was utilized later for a mass session of 
the top retail buyers in the city. Coffee was served and 
the bus clock program explained. As they wended out of 
the bus, each was handed a complimentary can of the 


This same 


cottec 


into use for retail store demonstra- 


The bus again came 


tions, Parked at the entrances of the largest supermarkets, 
shoppers entering and leaving the store were invited to 
step aboard and enjoy a cup of coffee. Similarly, bus 
riders at the terminal waiting points were also able to get 
their cup on the house. 

This over-all transit clock advertising and merchandis- 
ing program was so well put over that it earned for the 
Ridgway-Hirsch Advertising Agency the FAAG's (First 
Advertising Agency Groups) top 1959 national award for 
the best use of transportation advertising . 

Although the coffee company could not directly pin- 
point percentage returns from the campaign, nevertheless 
it realized that this effort was an important factor in the 


sales volume increase. 
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2560 East Foothill Boulevard 





instant coffee 


CHEMET ENGINEERS, INC, 


Pasadena, California 


COMPLETE PLANT DESIGN 
EQUIPMENT PURCHASING 
PLANT MODERNIZATION 

AUTOMATED EXTRACTION 


— RESPONSIBLE AND EXPERIENCED ENGINEERING — 
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check your weighing mistakes 
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scale is really a remarkable device. It is, or should be, 
the most accurate and dependable quantity measuring 
device. Some of your scale’s inner working parts are like- 
ty to be made to tolerances as close as those of a fine 
watch—one ten-thousandth of an inch perhaps. Nobody 
would deliberately abuse his watch, but many people will 
thoughtlessly handle a scale quite roughly—for instance, 
will drop excessively heavy loads on the platform. 

This is a mistake. 
shorten the life of any scale. Sensitive mechanisms can be 
jarred out of alignment by shocks, impairing your scale’s 
accuracy. So, see that your operators give your scale 
reasonably good treatment and you'll eliminate a major 
source of inaccuracy and trouble. 


Unnecessary abuse is bound to 


Your scale is unique among your business machines. 
It never warns you when it goes bad. It may be tested 
and be accurate today. A month from now it may be 
weighing ‘slow.’ Scales should be tested with reasonable 
regularity to be sure that they are accurate. The mere 
fact that your scale indicator remains at zero when there 
is no load on the weighing element doesn’t mean it is ac- 
It means only that the scale is correct at zero 
You don’t buy or sell at zero weight, so that’s 


curate. 
weight. 
not much help. By all means, arrange to have your scales 
tested and serviced on a frequent basis. 


The build-up of friction is another cause of weighing 


COFFEE 
CARGO 
ON THE GO 
GOE: 
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For overall production line checkweighing of coffee or other pack- 
ages, the automatic continuous checkweigher classifies the filled 
containers as being correct, or as the case may be, over or under. 
This means that the fillers can be adjusted for correct weight. 


mistakes. This can result from several causes, the two 


most important of which are long use and dirt or other 
foreign substances gumming up the works, 


(Continued on page 28) 


African coffee imports by the U. S. 
increased 1300% in the past ten years. A 
substantial amount of this increased tonnage 
is being shipped aboard Farrell Liners. 
Farrell is uniquely experienced to handle 
your coffee and tea cargoes—from its 
specially developed loading and stowing 
system to scientific ventilation and humidity 
control, to at-sea inspection by = 
experts. You can rely on Farrell, ,_ ““}— 
the only regularly scheduled [ 
line linking the U.S. with yen sae, 
all three African ocean coasts. 
SOUTH AFRICA \ f ( 


FARRELL LINES 


A major fleet under the American 
Flag, developing African trade 
exclusively for over 35 years. 


€ 


26 Beaver Street 
New York 4, N. Y. 
Whitehall 4-7460 
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check your weighing mistakes 
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As we all know, friction is a resistance to movement. 
When a scale is new, its moving parts are keen and hard 
and move against each other with very little friction. 
After thousands of weighings, however, these parts will 
wear, become blunt, and offer resistance. Friction usually 
means that more weight (your product) is put in than is 
indicated on the scale face (what your customer pays for). 

With respect to the third cause of weighing errors, the 
use of obsolete scales, consider the fact that the material 
you weigh over the scale in a year is worth thousands of 


WEDDLE TEA COMPANY times the cost of a new scale. There are many models of 
scales, and every processor needs the right kind of 


108 WATER STREET. NEW YORK 5 weighing device for every job. Scales are really “money 


machines." They convert your pounds and ounces of 


SINCE 1871 


With a background knowledge 





gained through many years of designing 
superbly effective tea packages a Coffee needs a pot, too! 


Weddle Tea Company offers the dis- .. . It's probable that you already know about all 
of coffee’s problems that you care to. But did you 
ever consider that coffee supports still other in- 
; dustries than its own. Consider appliances, for 
ing available in the tea industry. instance. According to Electrical Merchandising, 
trade paper of the appliance field, there were 4,- 
MEMBER—TEA ASSOCIATION OF THE U.S.A. 250,000 automatic coffee makers sold in 1958 with 
a total retail value of $80,535,000. Last year 
1,750,000 were sold with a $94,762,000 price tag 
attached. 


criminating buyer the most co::- 


plete line of specialty teas and packag- 














product into the dollars and cents that the customer pays. 
Does it make sense to risk your entire investment on obso- 
lete scales? 
We feel that we have There is a strong case to be made for calling your scale 
} _ quite an investment in the most important business device you own. You buy by 
De: Wr the people who work weight and you sell by weight. Become “'scale conscious” 


for us... and for you. and make sure that your employees are, too! 


Selected for their capabilities by Dr. O. 
Randall Braman, psychologist, they must 
undergo a training program which might 
spread over 4 to 5 years before they are 


ready for advancement to the positions of PACB beefs up 

responsibility which our services require. We bs ” . 

we keep anybody who won’t — = can’t — honest coffee campaign 

advance, or who doesn’t show the same The Pan American Coffee Bureau has announced that 

“pride” as we do in performing our services its “honest coffee’ campaign, both in media, and in 

to the highest possible degree. You might terms of space, has been expanded. 

say that perhaps we’re overdoing it just a Starting in June, the Saturday Evening Post will be add- 

little, but we cannot perform the high-grade ed to Life and Look which have been carrying black-and- 

services we do without the high-grade person- white pages featuring the League of Honest Coffee Lovers. 

nel we have. Similar space will now be used at approximately monthly in- 
tervals in all three magazines to continue the basic cam- 
paign. In addition during June, July and August, a single 


S. JACKSON & SON, Inc. | column advertisement on the facing page will promote 


Shipping Representatives Since 1202 | iced coffee. 
P. O. Box. 137, New Orleans 3, La. | Reflecting the campaign’s major theme, the single- 
| column advertisement will tell consumers ‘‘How to Make 


ae ! ; " : . 
Every needed facility—plus common sense Honest Iced Coffee” by four different methods. 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 


Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- 
terest to the trade, “Advances in Coffee Produc- 
tion Technology”. The publication was then, and 
is today, a compendium of useful information to 
the grower of coffee. 


The material contained in ‘Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in 
this industry. 


“Advances in Coffee Production Technology” 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material affecting many immediate and 
long range aspects of coffee growing. 


For importers and roasters in consuming 
countries, “Advances in Coffee Production Tech- 
nology” holds clues to the future of the product 
on which their business is based. 


For libraries and research organizations, it is 
an important source of information on a vital 
commodity. 


There are on hand a limited number of copies 
of “Advances in Coffee Production Technology” 
which are offered at the original pre-publication 
price of $2.50 per single copy. Orders for copies 
in excess of five may be had at an additional dis- 
count of 10 percent. 








TABLE OF CONTENTS 


Introduction 


Recent advances in our knowledge of coffee 
trees: 

1. Physiology 

2. Genetics 

3. Cytology 

4. Anatomy 


The supply of better planting material 
1. Arabicas 
2. Canephoras (Robustas) 
3. Asexual propogation of coffee 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 


Better control of water supply 
for coffee production 


The sun-hedge system of coffee growing 
The mechanization of cultural operations 
Soil conservation on coffee plantations 
Chemical weed control in coffee 


Recent spraying for control 
of coffee diseases 


Selection of coffee types 
resistant to the Hemileia leaf rust 


Biological control of insect pests in coffee 


Factors affecting the inherent quality 
of green coffee 


Conclusions 
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suggests that orders for 
“Advances in Coffee Pro- 
duction Technology” be 
placed immediately. No 
plans have been made for 
a second printing of this 
publication and only a 
limited number of copies 
are on hand. 
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New York's Coffee and Sugar Exchange 
celebrates a March anniversary ...... 


a backward look 
at seventy-eight 
years of service in 
two important 
commodities 


The New York Coffee and Sugar Exchange, Inc.,—the 
world’s leading marketplace for trading in futures in these 
owes its existence, like another in 


commodities many 


Stitution, to a time of crisis. 

Some eighty years ago chaos reigned in the coffee trade 
in New York. Stimulated by a ready market, planters in 
Latin America steadily point 
where production and stocks of coftec had risen substan 


increased acreage to the 
tially, and supplies of coffee mounted in the hands of im- 
porters 

Belated recognition of this over-supply dropped the 
disaster 


bottom out of the market, economk 


throughout the coffee trade in New York. 


CAUSING 


Coffee graders at the New York Coffee and Sugar Exchange, Inc., 
last year graded and classified 812,770 bags of coffee. Here 
Chandler S. Mackey, one of the exchange's twenty-six licensed 
graders, submits a sample to a “cupping” test. 
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First home of the N. Y. Coffee Exchange. 


Seeking to avoid another such disaster, a group of cof- 
fee merchants organized the New York Coffee Exchange, 
patterning it after the Chicago Board of Trade and the 
New York Cotton Exchange, which had demonstrated 
their ability to stabilize their commodities through the 
medium of futures trading. The Exchange was incor- 
porated on December 7, 1881, and trading was formally 
opened for business on March 7, 1882. Some thirty-two 
years later, in 1914, facilities were expanded to include 
futures trading in sugar, and the name was subsequently 
changed to New York Coifee & Sugar Exchange, Inc. 

Purpose: The purposes and functions of the Exchange 
are summed up well in the following excerpts from. its 
Charter: 

“To provide, regulate and maintain a suitable building, 
room or rooms for the purchase and sale of coffees and 
other similar grocery articles. . .to adjust controversies be- 
tween its members, to establish and maintain uniformity in 
its rules, regulations, and usages, to adopt standards of 
classification, to acquire, preserve, and disseminate useful 
and valuable business information, and generally to pro- 
mote the above mentioned trade. . ., increase its amount, 
and augment the facilities with which it may be con- 
ducted.” 

The establishment of the Exchange created for the first 
time an organized market for trading in coffee futures, 
with regulations for uniform procedures, fixed standards 
of grades of coffee, a recognized court of arbitration, and 
a market in which growers, merchants, roasters, whole- 
salers, and others could protect themselves by “hedging” 
against losses through price fluctuations. 

Another result was that all pertinent data about each 
and every transaction consummated on the Exchange was 
made available to all. This information protects everyone 
concerned—including the consuming public. 
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Function: The Exchange performs many functions, 
the most important being its protective functien. 

Before futures markets were established, growers were 
at the mercy of market conditions when their crops were 
ready for delivery and sale. The same risk applied to 
others whose livelihood depended on a particular com- 
modity. We have seen, for instance, how many coffee 
importers were wiped out in 1880 because supplies great- 
ly exceeded demand. 

A futures market, like the New York Coffee & Sugar 
Exchange, allows the grower, for instance, to sell his 
coffee or sugar as much as a year before it will be ready 
for delivery, and at a price which he determines will cover 
his expenses and provide a profit. Similarly, importers, 
refiners, roasters, and other industrial users of coffee or 
sugar, may minimize their market risk through the pur- 
chase or sale of futures. 

Before the advent of the Exchange, coffee and sugar 
traders had no way of protecting themselves against price 
Huctuations resulting from such factors as drought, floods, 
frost, over-production, and under-production. Similarly, 
coffee and sugar supplies and prices were overly sensitive 
and vulnerable to economic and political developments 
throughout the world. These factors and elements still 
operate and have their effect, but prudent traders now have 
a mechanism with which to protect themselves—and the 
public—from the dire consequences which can ensue, and 
which led to the formation of the Exchange. 

Organization: Administration of the Exchange is vested 
in a Board of Managers working primarily through some 


twenty committees. 


Of particular importance are the rigid  self-policing 
protective provisions of the By-Laws, which benefit every- 
body, including non-members. These include margin re- 
quirements; limitations on daily price fluctuations; rigid 
grading procedures under which licensed, neutral third 
parties grade coffee and test sugar without knowledge 
of the identity of the parties to the contracts; and pro- 
cedures for the settlement of disputes arising out of any 
contract. 

In addition, as we have seen, the Clearing Association 
guarantees the settlement of each and every contract. 
Member firms of the Association deposit the required mar- 
gin for each futures contract cleared, whether a sale or 
purchase. These margins must be maintained at all times. 
Each member firm also contributes to a “Guarantee Fund” 
which assures that all contracts entered into on the Ex- 
change will be honored. Thus a failure by any single 
member firm would not have any serious adverse effects 
on other member firms. The effectiveness of these safe- 
guards is shown by the fact that there never has been a 
default by a member of the Clearing Association, nor has 
it ever been necessary to draw on the Guarantee Fund. 

Operation: Under present-day operation, three dif- 
ferent futures contracts in coffee and three in sugar are 
traded on the Exchange. 

In coffee the three are: the B Contract, for Brazilian 
coffee; the M Contract, for Colombia’s mild coffee, and 
the recently-instituted R Contract for African coffee. 
Coffee from most other Latin American producing coun- 
tries may be traded under the M Contract. 

Trading volume in the different contracts varies from 
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year to year, in direct relation to the forces of supply and 
demand, During 1959, for instance 7,991,000 bags were 
traded under the B Contract, compared with 8,500,000 
bays the year before. Under the M Contract, 3,817,750 
bags were traded in 1959, as against 3,692,750 bags the 


pr vious ycar 


One of the important functions of the Exchange is the 
grading and classifying of coffee that is to be delivered 
against the contracts negotiated on the trading floor. In 
the Exchange's grading rooms, coffee samples are inspected 
for imperfections and are subjected to cupping test for 
aroma and flavor, 

The samples are roasted and ground in the grading de- 
partment, and a team selected from among the Exchange's 
twenty-six licensed graders sniffs and tastes (but does not 
swallow) the coffee, and grades it according to a standard 
table of grades 

In this way, purchasers are assured of unifrom quality 
within the rigid standards maintained by the Exchange. 

In sugar, the Exchange trades in three futures contracts 

No. 4 (or World Sugar) Contract; No. 6 (or United 
States Quota Sugar) Contract, and the recently-instituted 
No. 7 (or United States Quota Sugar Bulk) Contract. 

Here again, trading volume varies in relation to the 
forces of supply and demand. During 1959, volume in 
the No, 4 Contract was 4,443,300 tons, compared with 
1,402,450 tons in the previous year. In the No. 6 Con- 


tract, 1959 volume was 1,807,300 tons, as against 1,169,- 
750 tons in 1958. 

The No. 7 Contract, instituted early this year, is similar 
in many respects to the No. 6 Contract, with the major 
differences that it calls for delivery in bulk rather than in 
bags, and that it is written on a duty-free or duty-paid 
basis rather than an in-bond basis. 

Its inception recognizes the growing trend toward the 
shipment of sugar in bulk—a trend that has seen all the 
Puerto Rican and Hawaiian sugar shipped to this country 
moving in bulk, and a major portion of sugar shipped 
here from Cuba, the Philippines and other producing 
areas also favoring bulk movement. 

“This new contract,” says Exchange President Authur 
L. Ransohoff, “reflects the trend toward modernization 
and streamlining of operations that exists in the sugar 
business as well as in many others. Our Exchange always 
strives to keep abreast of the trends.” 


It's Hershey, Pa., for 5ist Annual 
Convention of F. E. M. A., May 1-4. 


Members of the Flavoring Extract Manufacturer's As- 
sociation are looking forward to their 51st Annual Con- 
vention at the Hotel Hershey, Hershey, Pa., May 1-4. 

Billed as one of the most important meetings of the 
association to be held to date reports will be made which 
will set forth the basic problems of the industry, and 
means for their solution. 
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Are you getting the most for your advertising dollar? 


“the area of persuasion” is important 


Personal selling is fading fast out of the retail business. 
Desirable and effective as this selling method is, our 
economy is now geared to a commercial world in which 
the smiling, helpful man behind the counter is almost 
a relic of the past. 

This is particularly true in the food business, where 
92 per cent of total food store volume is now done 
through supermarkets and superettes. 

The personal salesman is now being replaced largely 
by the “‘pre-selling” salesman called advertising. For ad- 
vertising is, in the truest sense of the word, a salesman 
a mass salesman—who can sell to many more customers 
much more often than the costly personal salesman. 

But like the personal salesman, advertising has to put its 
best foot forward. Sales resistance is a problem in both 
kinds of selling. And as in the case of the personal sales- 
man, the attire and approach of the advertising message 
are strong influences on the receptiveness of the customer. 


PERSONALITY RATINGS OF MAJOR MEDIA 
(Source: Richmond (Va.} 


The Climate of Persuasion’ 

Newspapers, Inc., 1959.) 

FIRST SECOND 
Newspapers Radio 
Newspapers Television 
Newspapers Television 
Television Newspapers 
Newspapers Television 
Newspapers Television 
Newspapers Radio 
Newspapers Radio 


THIRD 
Television 
Radio 
Radio 
Radio 
Radio 
Radio 
Television 
Television 


CREDIBILITY 
RELIABILITY 
INTELLIGENCE 
WARMTH 
COURAGE 
ATTRACTIVENESS 
MORALITY 
EQUITY 


APRIL, UREO 


Numerous studies have shown that an ad in a news- 
paper gains tremendously from the atmosphere of believ- 
ability and acceptance in which it is attired—the medium 
itself, 

In a recent study by the Psychological Corporation, 
measuring the feelings evoked by ads in various media, the 
terms used most frequently in relation to newspaper ads, 
in order of frequency, were: reliable, dependable, believ- 
able, important, useful to me, good for me, meant for me, 
helpful. 

The terms applied to television, also in order of fre- 
quency, were: flashy, annoying, overrated, unrealistic, 
forced on me, boring, dissatisfying, trivial. 

Undoubtedly, the reason for these differences is that the 
newspaper is looked to primarily as a medium of informa- 
tion, while television is for the most part a medium of en- 
tertainment. 

Newspapers are the basic information medium not only 
for news about the world and the local community, but 
also for facts to guide the shopper—facts obtained both 
from the news columns and the advertising. 

Newspapers ads, the respondents in the study said, “can 
always be referred back to; tell what things cost; tell me 
where to buy; tell me more of what I need to know before 
I can make a decision to buy; give the whole story about a 
product.” 

In another recent project, “The Climate of Persuasion,” 
by the Richmond (Va.) Newspapers Inc., a study of the 
public image of advertising media, interviewees were 
asked, “In general, do you like advertising: on radio, on 
television, in newspapers?” Three-fifths said they disliked 
radio commercials; two-fifths disliked television commer- 

(Continued on following page) 
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“the area of persuasion" 


) 





cials; only one-tenth had this negative attitude toward 


news >} pap crs 

Significantly, while newspapers had a considerable edge 
imong all ty pe § ol respondents, those at the upper end of 
the socio-economic scale liked new spaper advertising more 
ind radio and television less than those lower in the scale. 


liking 


upper middle, 92 per cent; lower 


The figures show the following percentages 


newspape! idve rlising 


uiddle, 90 pet For television, 


I 
rurecs were 


cent; lower, 84 per cent. 


upper middle, 44 per cent; lower middle, 


per cent; lower, 82 per cent 


And for radio, the scores we re as follows upper middle 
5 pet cent; 
(See chart.) 


lower middle, 46 per cent; lower, 55 per cent 


Acceptance of newspaper advertising is a fact proven by 


numerous studies of media images, and confirmed in a 


of ways by the Richmond study 

asked those 
ed whether they usually note or ignore 
Again the picture for newspaper 


ther question in the Richmond study 
advertis 
ing on various media 
vertising was overwhelmingly favorable, the 


cent for the 


“noting” 
low er socio- 
middle 


scores ranged from 


rate ranging from 82 per 


onomic group to 90 per cent for the upper 


grouy In the case of television, the 


) per cent favorable for the lower group to 52 per cent 
Radio’s range, 


for the upper middle group. in the same 


order, was 59 per cent to 27 per cent 


Believability 1s of course, in the level 
of influence advertising can achieve. This applies certain- 
ly to the ad itself. But the medium carrying the ad also 
influences the impression strongly. In the Richmond 
study, the question was asked: “In general, do you be- 
lieve in the honesty and accuracy of advertising: on radio, 


a crucial factor, 


on television, in newspapers ? 
answers for the different media were: 
i7 per cent; radio, 


news- 
47 per 


The ‘yes’ 
papers, 89 per cent; television, 
cent. 

When the same question was asked way, 
“Which do you consider the most honest and accurate, 
that is, which do you put the most faith in: advertising on 
the scores were: 
radio, 2 


another 


in newspapers ?” 
television, 8 per cent; 
19 per cent. 

“From which of these 


radio, on television, 
newspapers, 71 per cent; 
per cent; “no difference,” 

On the question of usefulness, 
do you get the most useful buying information: 
in newspapers ?”’, the answers 


advertis- 


ing on radio, on television, 


were: newspapers, 79 per cent; television, 16 per cent; 


radio, 

No one advertising medium, of 
advertisers in all places at all times. 
The fact that one medium apparently has considerably 
another, does not necessarily 
a medium is an automatic 


5 per cent. 
course, is best for all 
Each has its values. 


greater believability than 


mean that a given ad in such 
winner. Much depends, of course, on how an 
uses the space or the time he buys. 

without saying that 
udience and dependence on the medium 


advertiser 


But acceptance of the 
medium by its 


ad medium 


it goes 


as an -gives virtually any advertiser's message 
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a good running start. 

The newspaper medium has this quality. And this is 
particularly evident in the case of food. Study after study 
has shown that housewives rely very heavily on the news- 
paper’s news and advertising columns as shopping guides. 

The U. S. Department of Agriculture, after a recent 
study of food media, made this comment in a printed re- 
port: “Newspapers are the best medium for food advertis- 
ing and for marketing information on food. The printed 
word can be read, reread, clipped and filed. And for 
some reason or other, it commands more authority than 
casual statements on radio and television. . . . (Tv and 
radio) programs which feature food facts are rapidly 
losing out in radio's swing to music and news and tele- 
vision’s rush toward more network shows.” 

For the coffee roaster, there is an additional newspaper 
asset that has particular significance. This is the news- 
paper's deep penetration of local markets. The coffee 
business is largely a local business. Its operations are 
local; its competition is local; its customers are local, 

Thus, newspaper advertising, in general, gets ready ac- 
ceptance, and newspaper advertising penetrates the market 
as no other medium can. Now, add to this a third fac- 
tor: newspapers are the overwhelming media choice of 
the food retailers. They use it themselves; they back the 
brands advertised in their medium. Can a sales-minded 
coffee roaster (and which one isn’t?) afford not to use 


newspapers ? 


Smallwood reelected 
Tea Council chairman 


Robert Smallwood, former president and chairman of 
Thomas J. Lipton, Inc., has been reelected chairman of the 
Tea Council of the U.S.A., Inc. Smallwood has served 
as the Council's chairman since its inception in 1953. 

Glannie S. Peiris, Counsellor, Embassy of Ceylon, was 
elected first vice chairman, and M, Gopala Menon, Con- 
sul General of India in New York, was elected second 
vice chairman. The board of directors also re-elected 
Edward C. Parker, Tetley Tea Co., Inc., as treasurer. 

In addition to Mr. Peiris, other new members elected 
to the board included A. Basorie, Deputy Consul General 
for Indonesia in New York and P. C, Irwin, Jr., president 
of Irwin-Harrisons-Whitney, Inc., and head of the Tea 
Association of the U.S.A., Inc. 


World coffee production 
estimate boosted 


Word from the United States Department of Agri- 
culture indicates a revision of estimates of world coffee 
production previously issued in December. Latest report 
from the Department estimates that world coffee produc- 
tion in the 1959-60 marketing year will be 76.2 million 
bags. This compares with the December, 1959 estimate 
of 68.6 million bags for the period. 

The major factor in the revised estimate appears to be 
Brazilian production, approximately 42.5 million bags for 
the period. This forecast would mean exportable produc- 
tion for Brazil of 36.5 million bags. 
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Tea Council, Spice Association 


protest package marking bill 

Both the Tea Association of the U.S.A., and the Ameri- 
can Spice Association have added their protest to that of 
the National Coffee Association with regard to the package 
marking bill presently before the House of Representa- 
tives, 

Speaking for the Tea Association in a circular to that 
organization's membership, P. C. Irwin, Jr., president, 
pointed out the following factors which will be presented 
to the Senate Finance Committee. 

First, the commodity tea is not in competition with any 
domestic agricultural tea interests; all tea is imported. 

Secondly, almost all tea sold in the United States is a 
blend of teas from many different countries, including 
India, Ceylon, Indonesia, Uganda, Tanganyika, Nyasaland, 
Formosa, Japan and others, All blends vary frequently 
and it would be impractical to change the packages of all 
brands of tea each time the blends change. 

Thirdly, were all tea firms to try to conform to a regu- 
lation requiring that all countries of origin appear on all 
packages, the result would be to add greatly to the pack- 
aging costs and consequently to the cost the consumer 
must pay. 

Fourth, once tea from various countries has been blend- 
ed it is for all practical purposes impossible for even a tea 
expert to identify the countries of origin. The informa- 
tion would have no meaning to the public since the name 
of the country has absolutely nothing to do with the 
quality of the tea. 

Fifth, under the terms of the Tea Act of 1897 all tea 
imported into the United States is now inspected by the 
Food and Drug Administration for quality, a measure 
which protects the public now from sub-standard tea, 
which is the proper and desirable protection. 

Sixth, it is a provision of the Tariff Act of 1930, Sec- 
tion 304B, that Tea is excluded from the provisions of 
that Act. This, of course, is because as we have pre- 
viously stated, all tea is imported; there is no tea grown 
in this country. 

For all of the above reasons, without taking any po- 
sition on the over-all merits of Package Marking Bill 
HR 5054, we strongly urge that an exclusion be specifical- 


ly made for tea. 


Salada-Shirriff-Horsey, Ltd., 
hits Caribbean area 


Announcement has been made that Salada-Shirriff- 
Horsey, Ltd., has launched production and marketing of 
‘Salada’ tea in Caribbean countries. 

The tea will be packaged and blended in Kingston, 
Jamaica, at the plant of Shirriff’s, Ltd., a subsidiary com- 
pany. Machinery for tea packaging has been installed in 
the Kingston plant and personnel trained in production. 
Company experts from existing Salada plants in the 
United States and Canada have been active in setting up 
the operation which will supply tea to the area in small 
packages and in the larger sizes familiar to users in this 
country and Canada. 
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Tea and Lemons; 


a summer marriage 


Plans for a $250,000 June- 
July iced tea and lemon adver- 
tising and merchandising cam- 
paign have been announced 
jointly by Russell Z. Eller, ad- 
vertising manager of Sunkist 
Growers, and John Anderson, 
executive director of the Tea 
Council of the U.S.A., Inc. 

At the same time, Anderson 
revealed that the Tea Council 
will spend an additional $430,- 
000 for an iced tea radio cam- 
paign which will run for eight 
weeks over a ten-week period 
in each of 29 markets. 

A feature of the joint pro- 
motion will be a 2-page, 4- 
color insertion in Life magazine's issue of June 27, appear- 
ing on the newsstands June 23, and promoting a $10,000 
winner-take-all nationwide contest. Preceding the Life 
placement on June 16 will be a 600-line ad to run in 71 
newspapers in 50 metropolitan markets throughout the 
country announcing the contest. On July 7, another 600- 
line ad will appear in the same papers. 

The entire iced tea and lemon tie-in is built around 
the contest called the ‘Iced Tea-Lemon Tree."” The “'tree 
is unique because it grows both lemons and tea. 

To enter, the consumer checks 20 true or false state- 
ments about the “tree’’ provided on the entry form and 
mails it along with a box top, bottle top or jar top from 


Point-of-purchase materi- 
al available from the Tea 
Council will include the 
above unit for instore 
usage. 


any brand of tea. Each contestant also must write the 


word ‘Sunkist’ on a special part of the form. 

Useable entry blanks, expected to reach 17.6 million per 
insertion in newspapers, plus 6 million in Life, will be a 
dominant feature of the ads. 

To support the ad campaign, Sunkist and the Tea 
Council have blueprinted an extensive merchandising cam- 
paign, featuring contest point-of-sale material. 

A task force of 1,200 salesmen of Tea Council member 
packers and a Sunkist field merchandising staff of 
55 specialists, plus 200 salesmen, will place in super- 
markets approximately 22,000 “Iced Tea-Lemon Tree” 
contest displays, containing an additional 6,300,000 entry 
blanks. A recently conducted market research study 
disclosed that 25% of Sunkist’s summer lemon sales are 
attributable to iced tea. 

The Tea Council’s iced tea radio campaign will em- 
brace the same 29 markets covered in the past. 

Using 60, 30 and 20-second spots, the following 12 
markets will receive a minimum of 100 spots per week: 
Baltimore, Boston, Buffalo, Chicago, Cleveland, Detroit, 
Los Angeles, New York, Philadelphia, Pittsburgh, Provi- 
dence, and Washington, D.C. The other seventeen mar- 
kets will get a minimum of 50 spots per week. They in- 
clude: Atlanta, Birmingham, Charlotte, Cincinnati, Dallas- 
Ft. Worth, Greensboro, Houston, Indianapolis, Louisville, 
Memphis, Miami, New Orleans, Norfolk, Richmond, San 
Antonio, San Diego and St. Louis. 

Starting date for the campaign has been tentatively set 
for June 1 and, as in the past, all spots will run seven 
days a week from 3:30 to 6:30 p.m. The commercials will 
revolve around the Council’s popular Iced Tea jingle: 
“Why don’t you have iced tea more often? Why don't 
you have iced tea tonight?” 





ile Coffee EXTRA ** =k 


New JFG Coffee Co. plant in Knoxville, 


tS 


BOWEN 
© 


Tenn. now producing flavor-rich soluble 
coffee ¥ with “the most modern spray 
drying equipment in the World.” ** 


2K suPERIOR | in flavor 


in aroma 
in sparkling appearance in the jar! 


**k Bowen designed, engineered, fabricated 


and installed equipment. Put into operation 
by Bowen soluble coffee engineers with 
absolutely no product loss. 


BOWEN ENGINEERING, INC. 
NORTH BRANCH 5, NEW JERSEY 


* WRITE FOR SPECIAL BOWEN BULLETIN 42 
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FOR 8 ) 
FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets ... rely on 


UNITED FRUIT 
COMPANY g 
Ctoamship Cowico, 
Regular Sailings between 4 


GUATEMALA « NICARAGUA 
EL SALVADOR + COSTA RICA + HONDURAS & 


and 


NEW YORK * NEW ORLEANS © HOUSTON }) | 


NEW YORK: : > 7“. Ss 
Pier 3, North River & fs 
. sca f 








MOORE-McCORMACK 


321 St. Charles Ave. 
tines 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 
TRINIDAD e BARBADOS e BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE + COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 








FEMA convention 
plans take shape 


The recent meeting of the Flavoring Extract Manu- 
facturer’s Association completed formulization of plans for 
the upcoming annual convention scheduled for the Her- 
shey Hotel, Hershey, Pa., May 1-4. 

Doctor Wendt of the association outlined the techni- 
cal program which calls for outstanding speakers, both in 
and out of the industry. 

A unique program has been developed for Monday 
evening. It will consist of old fashioned Pennsylvania 
Dutch Festival served in the Main Dining Room of the 
hotel. An outstanding Dutch band has been engaged to 
provide entertainment which will also include square 
dancing. On Tuesday evening the annual banquet will 
take place, preceded by the President's reception. 

To date, a record number of registrations have been 
made at the hotel, indicating that the convention will 
be very well attended. 


PACB host to Colombia’s 
president Albertos Lleras 


The Pan American Coffee Bureau was host on April 13 
to Colombia's president, Albertos Lleras Camargo. 

President Lleras, who is in the United States on a 13-day 
visit at the inviation of President Eisenhower, is expected 
to stress his country’s economic development plan, and 
future world coffee prices. As the world surplus of cof- 
fee multiplies, Latin producers are becoming increasingly 
aware of the need to exploit the remaining untapped area 
of the world, Europe. It is probable that Lleras will make 
a strong appeal to President Eisenhower for the support 
of this country in opening the tax barriers of European 
communities to an increasing amount of Latin America 
coffee imports. 


The army's "Mr. Coffee" receives an award. Anton J. Jedlicka, 
chief of the Military Subsistance Supply Agency's coffee division 
in Chicago was recently cited for “outstanding” and "sustained 
superior" performance by the U.S. Army. Jedlicka, in his post as 
a coffee control expert was responsible for purchase of more than 
40-million pounds of coffee for the Army, Navy, Air Force and 
Marine Corps during 1959. 
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Uribe returns from France 
with promotion draft 


Andres Uribe, chairman of the promotion committee 
of the International Coffee Agreement, and head of the 
New York office of the National Federation of Coffee 
Growers of Colombia, has returned from Europe with the 
draft of an arrangement between the committee and the 
French Coffee Committee. The draft will be submitted 
for approval to the promotion committtee of ICA at its 
next meeting. 

The most important provision of the draft was that the 
Promotion Committee would name a member with full 
authority to the board of directors of the French organiza- 
tion. Through this representative, Uribe said, the pro- 
motion activities of the French group will be coordinated 
with those of the International Coffee Agreement. 

While in Europe, Uribe also met for informal talks with 
representatives of the Coffee Publicity Association in 
London, the German Coffee Promotion Bureau in Ham- 
burg, the Portuguese Coffee Export Board in Lisbon, 
and French and Portuguese government officials. In Paris, 
he also held meetings with officials of the Belgian Coffee 


Office and of the European Coffee Bureau of Brussels. 


Tea Trade’s world 
volume reduced 


World from the United Nation’s Food and Agricultural 
Organization indicates that Asian tea-producing areas are 


NEW quick detachable 6. 
for WYOTT STAINLESS STEEL “L” 


drinking more and more of their own brew. The result 


has been a reduction of world tea trade. 

Still another factor in the overall picture, according to 
the report, is the fact that coffee has become increasingly 
popular in Great Britain, traditionally a tea country. 
England imported 36,000 fewer tons of tea during the past 
year than in 1958. 

During the period of overall reduction, India, Pakistan, 
and Japan, through home consumption of tea, were mak- 
ing up for the contraction in exports. The report pre- 
dicts that tea consumption in the Asian countries would 
increase in direct proportion to improved standards of 
living, whereas in western areas consumption would ex- 
pand in line with the growth of population. 


Coffee Bureau refurbishes 
traveling loan exhibit 


The Pan-American Coffee Bureau has 
their travelling exhibit has been updated. 
available without charge from the Bureau, 
the use of coffee companies at exhibits, conventions, and 
similar affairs. Featuring twelve-back lighted color photo- 
graphs of coffee growing and processing scenes, the display 
also utilizes coffee in five different stages—from red cherry 
in transparent containers. 
available 


announced that 
The exhibit, 
is available for 


through the ground product 


reminds users that there are also 


The Bureau 


folders on coffee growing and brewing, and a sixteen- 


millimeter sound-color coffee film. 


E. SILICONE DIAPHRAGM 
FAUCETS 


ATTACHES AND DETACHES 


IN A “JIFFY” 


STAYS FIRMLY IN PLACE 
IN SERVICE 


NEW DESIGN INSURES 
BETTER CLOSURE 


LONGER LIFE 


To detach... 


hold diaphragm 


in left hand and, in a bend- 
ing motion, remove plunger. 


To attach... place plung- 
er directly into diaphragm 
and “pop” it into place. 


VD ct 


wyvyo T T manufactu ring company 


Cheyenne YWyomin 





REGULAR 
FAST 
EFFICIENT 
SERVICE 
TO: 


U.S. ATLANTIC 
and CANADIAN PORTS 


from BUENOS AIRES, MONTEVIDEO 
PARANAGUA, SANTOS, RIO DE JANEIRO 


26 BROADWAY, NEW YORK 4,.N.Y. WHitehall 4-0825 








Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 


SPICES SEEDS TEAS COFFEES 


67 California Street San Francisco I1, Calif. 








Clearer, 
more flavorful 
calles reeve angel 
FILTER PAPER 


#301 


with a 
minimum 


of effort... 


Coffee third in vending 
machine sales 


According to a compilation by Vend magazine, in its 
14th annual census of sales through vending machines, 
coffee now ranks in third place behind cigarettes and soft 
drinks. The magazine estimates that the number of cof- 
fee vending machines currently in use in the United States 
rose from 99,000 in 1957 to 131,200 units by the end of 
1959. 

The report went on to state that total coffee machine 
sales (some coffee venders sell chocolate, tea and soup) 
amounted to some 1,866,000,000 drinks last year.. How- 
ever, it pointed out that no single product in the history 
of vending machines had enjoyed the fantastic rate of 
growth associated with hot coffee. During 1959, manu- 
facturer’s sales reports showed new machines moving into 
the market were about evenly divided between fresh brew 


and soluble. 


| Butter-Nut Foods 
| plans Los Angeles plant 


Officials of the Butter-Nut Foods Co., Omaha, Nebr., 
have announced plans for the erection of an 80,000 square 
foot automated coffee roasting plant in Los Angeles. 

According to company spokesmen the modern facility 
will be built on a seven-acre site on the Santa Ana Free- 
way east of the Los Angeles Civic Center. The plant, 
most modern in the area, is expected to be in operation by 
the end of 1960. 


[O--—. 
= 
TEA 


; co. 


“IT ISN'T BAD ENOUGH THAT YOU SPEND HALF THE 
MORNING AT THE DRUGSTORE COUNTER BUT YOU 
DO IT DRINKING COFFEE" 

















H. Reeve Angel & Co., 9 Bridewell PI., Clifton, N.J. 
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C. B. |. tightens rules 
for “Golden Cup” contest 


The Coffee Brewing Institute has announced tighten- 
ing of basic rules governing contestants in their “Golden 
Cup” contest. Under the principal revision to the rules, 
winning contestants must indicate their willingness to 
surrender the trophy to the Institute in the event of fail- 
ure to continue to adhere to the brewing standards for 
which the trophy was first awarded. 

Effective April 1, all past winners of the trophy will be 
subject to the possibility of re-checks of their brewing 
practices. 


New Brazilian instant 
factory in offing 


Reports from Brazil indicate that a new instant coffee 
factory is to be erected at Londrina, in the heart of the 
state of Parana’s coffee growing belt. The new concern 
which is to be called Companhia Cacique de Cafe Soluvel, 
is headed by a group of five Brazilian capitalists. Ma- 
chinery for the factory will be of Danish origin, and in- 
stallation. 


King coffee plans 
annual vending futurama 


King Coffee Co., Detroit, has formulated plans for its 
sixth annual coffee vending futurama, to be held April 


26-27 in newly enlarged headquarters in Detroit. 

As in past year leading manufacturers of coin-operated 
machines for vending fresh brew coffee will have their 
latest models on display. Factory representatives will be 
on hand to demonstrate the merits of their equipment in 
actual operation, and technical experts in various fields 
will be on hand to review current problems of brewing and 
sanitation. 





Da it's in the bag... 

Visitors at the recent packaging exposition in Atlan- 
tic City found some surprises awaiting them. Among 
the displays was one by Minnesota Mining featuring 
“martini’s’’ and ‘‘manhattan’’ cocktails in sealed bags. 
Fresh brewed coffee and tea weren't on the menu yet, 
but who knows ? 





Lipton president responds 
to U. S. Olympic committee plea 


W. Gardner Barker, president of Lipton’s recently pre- 
sented Lipton’s check to the United States International 
Sailing Association. The check is the first in a campaign 
for funds for the U.S. Olympic Yachting Committee. The 
latter will finance the American yachting team’s participa- 
tion in this year’s summer Olympic games in Italy, 

Barker, in presenting the check recalled the great amount 
of international good will which surrounded the founder's 
Sir Thomas Lipton’s, five challenges for the America’s 
Cup. 





R LOMAS 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 





General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 


APRIL, 960 











ALL. Ransonorr Co. Inc. | 


Gilles 


NEW YORK 


“RANWILLIG’ 108 Front Street 





C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


New York 5, N. Y. 


79 Wall Street 





| BOwling Green 9-6549 


JAMES A. ALEXANDER 


COFFEE BROKER 


90 FRONT STREET NEW YORK 5, N. Y. 











Get your COLOMBIANS | 


BALZACBRO 


Shortest Route from Growers 


| Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co. 
COFFEE 


New York 5, N. Y. 


| One Jones Lane 





Cable Address: CAULCAFE 











SAN FRANCISCO 


H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


NEW ORLEANS | 
40 California St. 225 Magazine St. | 


IMPORTERS - JOBBERS 
COFFEE - TEA 


“JAMES W. PHYFE & 0., INC. 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 











| 100 Front St. 


Wm. Hosmer Bennett & Son | 
Coffee Agents and Brokers | 
NEW YORK, 5_ 


"Laticlave" 





J. N. SOARES CO. 


110 FRONT ST. NEW YORK 5, N. Y. 
Telephone: Cable Address: 
WHitehall 4-8152 '" JOSOARES" New York 

Agent for Ang lan Shippers 
MEMBER: GREEN COFFEE ASSN. OF NEW YORK CITY, INC. 
NATIONAL COFFEE ASSOCIATION 








S. A. GLASBERG CO. | 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
125 Broad Street New York 4, N. Y. 











REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


‘REATURN” 


104 FRONT ST. NEW YORK 





| | 


ERNEST SINGHOFEN & €0., INC. | 


Coffee | 
| 





NEW YORK | 


| TEL.: WHITEHALL 4-8182 





109 FRONT STREET | 
| | 
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BURNS’ COFFEE ROASTER. 


Patented October 18th, 16-4. 


The most Perfect and Successful Roaster ever Invented. 


An entire revolution in the Machinery, custom and method 
of Roasting Coffee has been made by the introduction of Burns’ 
Patent Coffee Roaster. Over 400 are in actual uss, having an 
aggregate Roasting Capacity of over 1,000,000 lbs. per day. 
Send for references and further information. 


Jabez Burns, advertising in the forerunner to 
today's "Coffee and Tea Industries" were proud 
of their coffee roaster, originally produced to 
fit the needs of northern quartermaster require- 
ments during the Civil War. 


Another Burn's unit, a granulating coffee 
mill first patented in the year 1872, featured 
a claim of entirely eliminating the dust 
problem during the grinding process. 


BURNS’ IMPROVED 


GRANULATING COFFEE MILL. 


Patented January 16, 1872 and February 10, 1874. 


This Mill is adapted for granulating Coffee and such like substances. It is the 
complaint of every one experienced in the business that the great trouble with Coffee Mills 
is that in crushing or grinding, unless the mill is new and sharp, some parts are ground 
to powder, while others are coarse, and the contrast or unevenness is offensive to the eye at 
at least, whatever it may be to the taste. Again, dusty coffee is always subject to the 

suspicion of being adulterated, whether 
it is or net, and hence the desire for 
evenly granulated coffee. It would seem 
to require only a moment's reflection to 
perceive that it would be impossible to 
construct two surfaces so that they 
would cut up grains of coffee into small 
pieces of uniform size, and especially to 
continue to do it long, as they must get 
dull with use. This difficulty demanded 
a departure from the old method, and 
the class of mill here illustrated was 
produced, which does not depend upon 
the cutting surfaces for uniformity, but 
upon a revolving sieve, so that as soon 
as the grains of coffee are cracked (by a 
coarse toothed roller that cannot get 
dull by years of constant use, and cannot 
grind to dust) the finer granuals are 
released by the meshes of the sieve, 
while the coarser are automatically re 
turned to the roller to be cracked over 
again. It will be seen, therefore, that it is the sieve that regulates the fineness, and not the 
cutter, and hence the uniformity 

The improvements in the mill here illustrated, that make it superior for the purpose to 
any of its class, are that it is constructed on a substantial iron frame, that the sieve revolves 
on flanged friction wheels, and is as free as a car on a track; that by a patented contrivance 
the roller and concave do not touch when the mill is empty, so that all disagreeable noise is 
avoided; that the sifting arrangement is made up of six semi-circular divisions, also patented, 
and so arranged that each in turn must return its quota of course into the cutter, and so 
prevent the accumulation of a large amount of material, usually carried at the bottom of 
ordinary drum sifters or bolts, which, besides adding to the weight, hinders the sifting of 
the fresh finely granulated material. Each of the sections may be taken out and cleaned, or 
others of a different mech may be replaced at pleasure. It is also arranged that the cutter, 
concave, &e., may all be taken out and adjusted without taking the frame apart. The whole 
is convenient, practicable, strong and durable, and will do all we claim for it. It is also 
provided with movable aprons, to enclose the entire sifting part. 


@ VIGNETTE 


the good old days? 


Elder statesmen in the coffee industry will immediately 
recognize the various tools of the trade pictured on this 
page. The two Jabez Burn’s units appeared in advertis- 
ing for the firm used in the first issue of “The Spice Mill”, 
the publication from which ‘Coffee and Tea Industries” 
developed. It is interesting to note that coffee importa- 
tions to Atlantic ports in that year, 1877, amounted to 
some 112,190 tons from Brazilian sources, 38,933 tons 
from the other producing countries of that era. 


_ENTERPRISE MANUFACTURING co, OF PA. 
AMERICAN 
Coffee, Spice and Drug Mill, 


No. 216. 


Iron Hopper holding 6% pounds Coffee. 





HeicHt, S Fr.8 in. Whreers, 35 In. Diameter. WeiacuHT, 320 Las. 

O, 216 is one of our new style floor mills. Fifty turns will 

grind a pound of Coffee as fine as ordinarily required. Its 

DO} grinders are as hard as and equal to hardened cast steel. 

Its many points of excellence entitle it to a prominent place in 
the front rank among Coffee Mills. 


ma 


PRICE, $40.00. Pulleys for Steam-power, $6.00, extra. 


An old timer in the field of food precessing machinery, Enterprise 
Manufacturing Co., of Philadelphia, offered the grinder pictured 
above in their first catalog, dated 1881. Note the price, a figure 
considerably inflated in today's market for antiques and display items. 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES ABBREVIATIONS FOR PORTS 


Ahi Trans Car—Anhir Trans ean Line Hoegh—H each Lines At—Atlantic ports 
Alcoa—Alcoa Steams! Hol-Pan—Holland-Pan-American Line Ba—Baltimore 
Af-Pac—African Pacific Line Independence—|ndependence Line Bo—Boston ee 
Am-Exp—Ameri Export Line Isthmian—Isthmian Lines, Inc. CC—Corpus Christ 
Am-Pres—American President Line JavPac—Java Pacific Line i, 
Am-Rep—Americar publics Line aa ehcp casi tal sn—Charleston 
Am-W Afr—Americar t rican Line K Une nee pia ee tig Cl—Cleveland 
Lawes—Lawes Shipping Co., Inc. cciialeath 
B-Afr—Belgian African Line Lloyd—Lloyd Brasileir eneUotrol 
Barb-Wn—Barber Wilhelmser ne Cee tae Tine Ga—Galveston 
Barb-Frn—Barber-Fern Line 4 5 ‘ Gf—Gulf Ports 
Barb-W Afr—Barber-West African. Line Maersh—Maersk Line Ha—Halifax 
Baron—Bs: r Line Mam—Mamenic Line ’ Ho—Houston 
iret / - Nedlloyd—Nedlloyd Line HR—Hampton Roads 
BI-Dia—t ack Wiamond oreamsnit N | 4 Pp i ” 
ees “tee opal—Northern Pan-Amer ) Line JIx—Jacksonville 
Brodin Jin Line N atten hs 
Carib } aa eee orton—Norton Line LA—Los Angeles 
Sw ShDOS sii Sa, See PacFar—Pacific Far East Line = Mo—Mobile 
Col— t Line Pac-Rep—Pacific Republics Lir Ml—Montrea! 
Cunard—B; ebar ra 2ervice PacTrans—Pacific Transport Lines, Ir NO—New Orleans 
Daido—Da Pioneer—American Pioneer Line NY—New York 
PTL—Pacific Transport Lines, Inc. NN—Newport New 


Delta—Delta Lins 

Nf—Norfolk 
Pa—Philadelphia 
Ell-Buck—Ellerm: B ‘ 5.5 Scindia—Scindia Steam Navigation Co., Ltd. sae ele J ve 


Dodero—Dodero Line R Neth—Roya! Netherland Steamship Co. 
Eld-Dem—Elder Dempster | Robin—Robin Line 


SCross—Southern Cross Line Sa—Savannah 
Rieti Kin Sev-Stars—Seven Stars (Africa) Line sD—S Dj : 
° — SW is rican Lin en _ 

mbia ' Swed-Am—Swedish America Fe SF—San Francisco 


Granco— ané Ww 
Gulf—Gult & South Ameri Steams! . , Torm—Torm Line CaaCaattls 


GWA—Gulf West Africa Lir UFruit—United Fruit Co. Pin Saint lonr 
Wes-Lar—Westfa! Larsen Co. Line Te—Tacoma 


Hellenic—Helle Lines Lt 
Hansa—Hansa Line Yamashita—Yamashita Line Va—Vancouver 


Farrell—Farre 


Ports and dates are subject to change, should exigencies require. Moreover, lines may scnedule sailings not shown in this schedule. 





TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 
A Partner. PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 


of the Regular weekly sailings 
“Coffee Indystry 
since 1919 


Vela Lue -. 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS ANGOLA, BELGIAN CONGO, 
Fal lag CAMEROONS, IVORY COAST, 
AND LIBERIA 


AGENTS: Direct | x 
RIO DE JANEIRO: DELTA LINE, INC. sFOCT FOQUIGT SOEVICe 
Rua Visconde Inhauma 134 5 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 

MATADI 

Phs. Van Ommeren (Congo) $.C.R.L. 
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ship sailings 





COFFEE BERTHS 


ABIDJAN 
4/21 Del Valle N05/9 Ho5/13 


V Sev-Stars NY5/2 BoS/6 PaS/9 Ba5/10 Nf5/11 

—. oe — — 4/21 Svensksund NYS5/8 BoS/11 Pa5/13 Ba5/14 

4 23 ~—CODel Aires Delta NO5/11 4/24 Mormacsea NY5/11 Bo5/14 Pa5/16 Ba5/18 Nf5/19 

5/2 Vigrid Sev-Stars NY5/20 Bo5/24 Pa5/27 Ba5/28 Nf5/30 4/28 — Mormacteal BeSV12 Pe5/14 RVS/1S BeSVIS 

5/2 Lorima BI-Dia NY5/20 5/2 Itajai Ba5/16 NY5/18 Pa5/20 Boo5/22 MI5/26 
5/5 Tatra Am-WAfr USA5/31 5/2 Evanger LA5/30 SF6/1 Po6/7 Se6/9 Va6/10 

5/10 Afr Glen Farrell NY5/27 5/5 Del Sol N05/23 H05/27 

5/11 Del Santos Delta NO5/27 5/5 Mormacdove Jx5/22 Ba5/26 Pa5/28 NY5/29 NO6/1 
MI6/5 
/ Farrell NY6/ 

aoa pig 5/10 Mormachawk NY5/27 Bo5/30 Pa6/1 Ba6/3 Nf6/4 

5/30 Del Campo Delta N06/15 s/iz Od Oe N05/30 Ho6/3 

6/1 Afr Grove Farrell NY6/18 5/16 Mormacreed Jx6/4 NY6/8 Bo6/11 Pa6/13 Ba6/15 

pies B)-Die NY6/21 5/17 Nyland Ba6/3 NY6/5 Pa6/7 Bo6/9 MI6/13 

ete tans Am-WAfr USA6/30 5/26 Del Mundo N06/13 Ho6/15 

6/12 Afr Glade Farrell NY6/29 — WO6/27 We7/2 

6/19 Del Aires Delta NO7/5 6/23 Del Rio NO7/11 Ho7/15 

6/23 Fernfiord Am-WAfr USA7/15 


7/1 Afr Dawn Farrell NY7/18 
BARRIOS 
ANGRA DOS REIS 4/11 Arctic Gull UFruit NY4/18 
Ho4/18 N04/20 


4/11 Neptun Granco 
4/10  Sagoland Daido Ba4/26 NY4/28 Pa5/1 Bo5/3 MI5/7 4/11 __ Box Hill UFruit Ho4/15 N04/20 
4/13 Mormacpine Am-Rep NY4/28 Bo5/1 Pa5/3 Ba5/5 Nf5/6 4/16 = Mataura Carib Pa4/24 NY4/27 
4/17 ~~ Mormacswan Am-Rep Jx5/4 Ba5/8 Pa5/10 NY5/11_ B05/13 4/18 = Arctic Tern UFruit NY4/25 
MI5/17 4/18 Christiane UF nuit Ho4/22 N04/25 





Take advantage of our attractive independent rates. 

i pai Anis Fast modern vessels sailing regularly and monthly 

alee from Dar-es-Salaam—Mombasa to New York 
* Baltimore * Philadelphia * Gulf Ports. 


Agent at Dar-es-Salaam, Mombasa, Tanga: DODWELL & CO. (EAST AFRICA) LTD. 


Baron Hino 
NEC 


UNITED STATES NAVIGATION co... 


GENERAL AGENT 
17 Battery Place, N. Y. 4 (Head Office) BOwling Green 9-6000 


APRIL, 1960 45 











CLEMENT M. HAKIM 


Tea Importer 
BARRIOS (continued) 


20 Karl Christian Carib Pa4/29 NY5/4 
25 =A steamer UFruit NY5/2 
25 Leith Hill UFruit Ho4/29 N05/2 
28 ~=Anita Bolton UF ruit Pa5/7 NY5/11 
30 ~=—- Box Hill UFruit Ho5/5 N05/8 
Arctic Gull UFruit NY5/9 
Christiane UFruit Ho5/12 NO5/15 
Arctic Tern UFruit NY5/16 
Leith Hill UF duit Ho5/19 N05/22 
A steamer UF ruit NY5/23 
Box Hill UFruit Ho5/26 N05/29 
Arctic Gull UFruit NY5/30 
Christiane UFruit Ho6/2 N06/5 
Arctic Tern UFruit NY6/6 


SUUPHAARALLUTTHRCLUCUHHALULALHAAALUUSGAACUUHTLAMUAUATOAATGUHHALLAUUAHTTAUUTTTA CHUL 


Muays ready lo serve you. 


VVIYVVVUUUNUbS eee 


Santa Ines Grace NY4/20 Ba4/24 
Cartagena de Indies Granco Ba4/21 Pa4/22 NY4/24 
Sunhill Granco LA4/25 SF4/29 Va5/12 
Trader Gulf Ho4/26 N04/30 

Cd de Quito Grarco Ho4/26 N04/28 

Cd de Tunja Granco Ba4/28 Pa4/29 NYS/1 
Cd de Medellin Granco Ho5/5 N05,/7 

Santa Anita Grace LA5/6 SF5/9 PS5/16 
Shipper Gulf Ho5/7 NO5/11 

Banker Gulf Ho5/18 NO5/22 


wi &keekeke & ke & 


99 Wall St., New York 








CORINTO 


EI Salvador Ho4/21 N04/25 
Costa Rica NY5/9 
Managua Ho5/12 NO5/16 


5/3 
OVER | Alida Gorthon NY5/26 
TWENTY-FIVE | CORTES 
/} J Arctic Gull UFruit NY4/18 
YEARS OF iV RAN Christiane UFruit  Hod/22 NO4/25 
ines 
CONTINUOUS 


Mataura Carib Pa4/24 NY4/27 
eee 


Arctic Tern UF ruit NY4/25 
DEPENDABLE 
AGENCIA de 


Leith Hill UFruit Ho4/29 NO5/2 
Karl Christian Carib Pa4/29 NY5/4 
SERVICE TO VAPORES GRIEG S/A 
Rio de Janeiro 


Anita Bolton Carib Pa5/7 NY5/11 
THE COFFEE Praca Maua 7 
BALTIMORE: 


A steamer UFruit NY5/2 
| 
| 
TRADE Santes | 208 East Redwood St. 











17 BATTERY i 
gop *: Arctic Tern UFmit —_NY5/16 
“i Leith Hill UFruit Ho5/19 NO5/22 
A steamer UFruit NY5/23 
Box Hill UFruit Ho5/26 N05/29 
Arctic Gull UFruit NY5/30 
Christiane UF ruit Ho6/2 N06/5 
Arctic Tern UFruit NY6/6 


Box Hill UFruit Ho5/5 N05/8 
Praca de Republica, 46 PHILADELPHIA: 


Arctic Gull UF ruit NY5/9 
Christiane UFrult Ho5/12 NO5/15 
101 Bourse Bldg. 














A A OO SS 





DAR es SALAAM 


4 Friesland Nedlloyd NY5/25 LA6/13 SF6/17 P06/22 Se6/27 


Va7/3 
EF A. JOHNSON & C0. Leopold Af-Pac  LA6/10 SF6/14 Po6/19 Se6/23 Va6/25 
NY6/18 


Sakishima Maru Baron 

Afr Star Farrell Bo6/11 NY6/13 

COFFEE IMPORTERS AND AGENTS Saldanha Af-Pac  LA6/20 SF6/22 P06/26 Se6/29 Va7/2 
Nedlloyd  NY6/25 LA6/13 SF6/17 Po6/21 Se6/26 


Samarinda 
Va6/31 


BRAZILS * COLOMBIANS ¢ CENTRAL AMERICANS Afr Rainbow Farrell Bo6/25 NY6/27 
Afr Lightning Farrel! Bo6/25 NY6/27 


166 California Street Lombok Nediloyd = NY7/26 LA8/13 SF8/17 Po8/21 Se8/26 
Va8/31 


- . Kunishima Maru — Baron NY8/4 

San Francisco | - Calif. Afr Planet Farrell Bo8/6 NY8/8 
Afr Crescent Farrell Bo8/31 NY9/2 
Afr Star Farrell Bo9/17 NY9/19 











COFFEE & TEA INDUSTRIES and The 








ship sailings | Gif LESPIE & CO. 


DJIBOUTI of New York, Inc. 


5/3 Friesland Nediloyd NY5/25 LA6/13 SF6/17 Po6/22 Se6/27 
Va7/3 


6/3 Samarinda Nedlloyd NY6/25 LA6/13 SF6/17 Po6/21 Se6 ih " 2 Broadway New York 4, N. Y. 


7/4 Lombok Nedlloyd NY7/26 LA8/13 SF8/17 Po8/21 Se8/26 
Va8/31 


DOUALA 


17_—s Afr Glen Farrell NY5/27 


Sev-Stz NY5/20 BoS5/24 Pa5/27 Ba5/28 Nf5/30 
Si a a ee IMPORTERS DEALERS 


2 Tatra Am-WAfr USA5/31 
10 = Afr Grove Farrell NY6/18 
21 ~~ s~*Fernriver Am-WAfr USA6/15 
25 Irima BI-Dia NY6/21 
2 Tana Am-WAfr USA6/30 


r Dawn arre 7// 
~ a page piri | VANILLA BEANS 
EL SALVADOR | - #8 


4/12 Mississippi French LA 4/23 SF4/27 Va5/2 Se5/5 Po5/8 ESSENTIAL OILS 


4/12 Santa Anita Grace LA4/21 SF4/23 PS5/4 
4/20 A. Pacinotti Italian LA4/26 SF4/29 Va5/3 Se5/7 Po5/8 
5/21 Michigan French LA6/1 SF6/4 Va6/8 Se6/11 P06/12 


ANANAuUuUuUUU SL ee 


GUATEMALA 


4/14 — Santa Anita Grace LA4/21 SF4/23 PS5/4 

4/17 Mississippi French LA4/23 SF4/27 Va5/2 Se5/5 Po5/8 
4/21 = A.Pacinotti Italian LA4/26 SF4/29 Va5/3 Se5/7 Po5/8 
5/26 Michigan French LA6/1 SF6/4 Va6/8 Se6/11 Po6/12 


GUAYAQUIL IS YOUR OFFICE 


Cartagena de Indias Granco Ba4/21 Pa4/22 NY4/24 
Cd de Quito Granco Ho4/26 N04/28 


a 
Cd de Tunja Granco Ba4/28 Pa4/29 NY5/1 > 
Cd de Medellin Granco Ho5/5 NO05/7 9 Ing 00 AW COPIES 0 


Cd de Barranquilla Granco Ba5/5 Pa5/6 NY5/8 


oe i COFFEE and TEA INDUSTRIES ? 


Costa Rica Mam 

Managua Mam Ho5/12 NO5/16 
Texita UFruit Cr? 5/14 

Alida Gorthon Mam NY5/26 











Mail this coupon today 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
l 
| 
| 
| 
| 
| 
| 
J 





UNION Coffee and Tea Industries 
El Salvador Hod/21 NO4/25 106 Water Street, New York 5, N. Y. 


Costa Rica NY5/9 

Managua Ho5/12 N05/16 Please enter my subscription for a period 
Texita Cr? 5/14 

Alida Gorthon NY5/26 end stert 


LOBITO 


4/23 Burckel 


LUANDA 


4/10 = Afr Dawn Farrell NY5/7 
4/16 Del Aires Delta N05/11 
4/16 = Steenstraete B-Afr NY5/6 
4/28 Afr Glen Farrell NY5/27 


4/30 ~~‘ Burckel B-Afr NY5/20 
5/4 Del Santos Delta N05/27 CL) CHECK ENCLOSED. C) BILL ME. 


5/10 = Afr Sun Farrell NY6/6 

pga eit Farrell NY6/18 Rates: $5 a year, $8 for 2 years, $10 for 3 years 
5/25 Del Campo Deita N06/15 Subscriptions outside the U.S.A.; ©@ Canada: | year, $5.50; 
6/2 Afr Glade Farrell NY6/29 2 years, $9.00; 3 years, $11.50 © All others: | year, $6.00; 
6/13 _— Del Aires Delta NO7/5 2 years, $10.00; 3 years, $13.00 © Payable in American Currency. 


6/22 = Afr Dawn Farrell NY7/18 


APREE,. (960 





Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 

sailings from 
MATADI 
DOUALA 
ABIDJAN 
FREETOWN 
via fast modern 
cargo liners 


THE BLUE LINERS- 


Ship vi. 
PW MAERSK LINERS © 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 
MATADI: Agetraf, S.C.A.R.L., 3 rue de Vivi, P.O. Box 36, Matadi, 
Belgian Congo. 
DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 
Cameroons. 
ABIDJAN: Societe Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
P.O. Box 1281, Abidjan, Ivory Coast. 


FREETOWN: Scandinavian Shipping Agencies Limited, 9 Gloucester St., 
P.O. Box 130, Freetown, Sierra Leone. 





ship sailings 





MATADI 


Avivrvuwnstb & & & & 


ano 


Afr Dawn 
Del Aires 
Steenstraete 
Afr Glen 
De! Santos 
Burckel 
Afr Sun 
Afr Grove 
Del Campo 
Afr Glade 
Del Aires 
Afr Dawn 


MOMBASA 


26 
27 


Leopold 
Friesland 


Afr Star 
Saldanha 
Sakishima Maru 
Afr Rainbow 
Samarinda 


Afr Lightning 
Lombok 


Kunishima Maru 
Afr Planet 

Afr Crescent 

Afr Star 


PARANAGUA 


PSeeeee een hE aE 


SN 
co 


Del Norte 
Ravensberg 
Sagoland 
Mormacswan 


Mexico 
Haiti 

Peter Jebsen 
Del Valle 
Svensksund 
Mormacsea 
Mormacmar 
Mormacteal 
Evanger 
Anne Christina 
Del Sud 
Bolivia 

Cao Castillo 


Farrell 
Deita 
B-Afr 
Farrell 
Delta 
B-Afr 
Farrell 
Farrell 
Delta 
Farreil 
Delta 
Farrell 


Af- Pac 
Nediloyd 


Farrell 
Af-Pac 
Baron 
Farrell 
Nedlloyd 


Farrell 
Nedlloyd 


Baron 

Farrell 
Farrell 
Farrell 


Delta 
Col 
Brodin 
Am- Rep 


Lioyd 
Lloyd 
Nopal 
Delta 
Norton 
Am-Rep 
Pac-Rep 
Am- Rep 
Wes Lar 
BI-Dia 
Deita 
Lloyd 
Col 


uk & 
mM Nm Nh 
oe 


VV VMN uUUUY 


LA6/10 SF6/14 P06/19 Se6/23 Va6/25 

NY5/25 LA6/13 WR6/17 P06/22 Se6/27 
Va7/3 

Bo6/1l NY6/13 

LA6/20 SF6/22 P06/26 Se6/29 Va7/2 

NY6/18 

Bo6/25 NY6/27 

NY6/25 LA7/13 SF7/17 Po7/21 Se7/26 
Va7/31 


2 
2 
3 
4 
6 
7 
9 
9 
12 
14 
15 
16 
16 
17 
19 
21 
23 
27 
30 
31 
1 
6 
6 


Bo7/23 NY7/25 
NY7/26 LA8/13 SF8/17 Po8/21 Se8/26 
Va8/31 


NY8/4 

Bo8/6 NY8/8 
Bo8/31 NY9/2 
Bo9/17 NY9/19 


“MAAAAAAAUYUYUYUYUYWUYDUY 


NAS UWwW 


Uruguay Lloyd NO5/17 Ho5/22 

Itajai Daido Ba5/16 NY5/18 Pa5/20 Bo5/22 MI5/26 

Mormacdove Am- Rep Jx5/22) BaS/26 Pa5/28 NY5/29 Bo6/1 
MI6/5 

Cap Corrientes Col NY5/20 Bo5/24 Pa5/27 Ba5/28 

Del Sol Delta N05/23 Ho05/27 

Biue Master Nopal NO5/21 Ho5/24 

Mormacland Pac-Rep LAS/31 SF6/3 Va6/12 Se6/14 P06/16 

Mormachawk Am- Rep NY5/27 Bo5/30 Pa6/1 Ba6/3 Nf6/4 

Guatemala Lloyd NY5/26 

Del Oro Deita N05/30 H06/3 

Cap Delgado Col NY5/27 Pa5/31 Ba6/1 Bo6/3 MI6/7 

Mormacreed Am-Rep Jx6/4 NY6/8 Bo6/1l Pa6/13 Ba6/15 

Nyland Daido Ba6/3 NY6/5 Pa6/7 Bo6/9 MI6/13 

Cap Frio Col NY6/2 Bo6/5 Pa6/8 Ba6/9 

Del Mar Delta NO6/1 B06/8 

Gemma BI-Dia NY6/6 B06/9 Ba6/12 Pa6/14 

Canada Lioyd NY6/6 

Mormacrey Pac-Rep LAG/14 SF6/17 Va6/26 Se6/28 P06/30 

Paraguay Lloyd N06/10 H06/16 

Del Mundo Delta N06/13 H06/15 

Cabo S. Roque Lloyd NY6/16 

Del Norte Deita N06/15 H06/22 

Cap Bonavista Col NY6/17 Pa6/19 Ba6/21 B06/23 MI6/27 

Mormacguif Pac-Rep LA6/28 SF7/1 Va7/10 Se7/12 Po7/14 

Ravensberg Col NY6/26 Bo6/28 Pa6/30 Ba7/1 

Dei Viento Delta N06/27 Ho7/1 

Del Sud Delta N06/29 Ho7/6 

Santa Rosa Col NY7/4 Pa7/7 Ba7/8 Bo7/10 MI7/16 

Del Rio Delta NO7/11 Ho7/15 

Cap Castillo Col NY7/14 Bo7/17 Pa7/20 Ba7/21 

Cap Frio Col NY7/27 Bo7/29 Pa7/31 Va8/2 


RIO de JANEIRO 


N04/27 Ho5/4 

NY4/28 Bo5/2 Pa5/4 Ba5/5 

Ba4/30 NY5/3 Pa5/5 Bo5/7 MI5/11 

Jx5/4 Ba5/8 = Pa5/10 NY5/11 Bo05/13 
MI5/17 

NO5/3 Ho5/10 

NY5/16 

NO5/11 Ho5/17 

N05/9 Ho5/13 

NY5/8 Bo5/11 Pa5/13 Ba5/14 

NY5/11 Bo5/14 Pa5/16 Ba5/18 Nf5/19 

LAS/17 SF5/20 Va5/30 Se5/31 Po06/2 

Ba5/12 Pa5/14 NY5/15 Bo5/18 

La5/30 SF6/1 Po06/7 Se3/9 Va6/10 

NY5/16 Bo5/19 Ba5/22 Pa5/24 

NO5/11 Ho 5/18 

NY5/16 

NY5/14 Bo5/20 Pa5/22 Ba5/24 


Seeneene enh es 


Colombia Lloyd NY4/26 

Sagoland Doido Ba4/26 NY4/28 Pa5/1 Bo5/3 MI5/7 

Hardanger Wes- Lar LA5/8 SF5/10 Po05/16 Se5/18 Va5/19 

Ravensberg Col NY4/28 Bo5/2 Pa5/4 Ba5/5 

Mormacmar Pac- Rep LA5/17 SF5/20 Va5/30 Se5/31 P06/2 

Mormacpine Am-Rep NY4/28 Bo5/1 Pa5/3 Ba5/5 Nf5/6 

Del Norte Delta N04/27 Ho5/4 

Sagoland Brodin Ba4/30 NY5/3 Pa5/5 BoS/7 MI5/11 

Mexico Lloyd NO5/3 Ho5/10 

Mormacswan Am- Rep Jx5/4  BaS/8 Pa5/10 NY5/11 805/13 
MI5/17 

Peter Jebsen Lioyd NY5/6 

Haiti Norton NY5/8 Bo5/11 Pa5/13 Ba5/14 

Svensksund Delta NO5/11 Ho05/18 

Del Valle Am-Rep NY5/11 Bo5/14 Pa5/16 Ba5/18 Nf5/18 

Mormacsea Pac- Rep LA5/31 SF6/3 Va6/12 Se6/14 P06/16 

Mormactand Am-Rep Ba5/12 Pa5/14 NY5/15 Bo5/18 

Mormacteal Col NY5/14 Bo5/20 Pa5/22 Ba5/24 


COFFEE & TEA INDUSTRIES and The Flavor Field 
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WNUWNNNANE HEE EE 
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Ce le ed 
eanono 


NO 
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Cap Castillo 
Bolivia 
Uruguai 
Argentina 
Itajai 

Cap Corrientes 
Evanger 


Blue Master 
Mormacdove 
Del Sol 
Guatemala 
Mormachawk 
Cap Delgado 
Del Oro 
Mormacrey 
Mormacreed 
Cap Frio 
Del Mar 
Nyland 
Canada 
Paraguai 

Del Mundo 
Mormacguif 
Cab S. Roque 
De! Norte 
Cap Bonavista 
Del Viento 
Ravensberg 
Del Sud 
Santa Rosa 
Del Rio 

Cap Castillo 
Cap Frio 


SANTOS 


4/12 
4/13 
4/13 
4/13 


oow 


= “ 
RPrRrPOR BEEN NKHPUOND 


NNN DUFF RO 


riarllatl wad 


BWWNNDA eH 
oovsoom 


ON ee . 
ui 


a 
— 
an 


APR, 


Mormacpine 
Ravensberg 
Del Norte 
Sagoland 
Marmacswan 
Mexico 
Mormacmar 
Peter Jebsen 
Del Vaile 
Svensksund 
Haiti 
Mormacsea 
Evanger 
Anne Christina 
Del Sud 
Mormacteal 
Cap Castillo 
Bolivia 
Uruguai 
Itajai 
Argentina 
Mormacland 
Blue Master 
Cap Corrientes 
Del Sol 
Mormacdove 
Mormachawk 
Guatemala 
Del Oro 
Cap Delgado 
Mormacreed 
Nyland 
Cap Frio 
Mormacrey 
Gemma 
Del Mar 
Canada 
Paraguai 
Del Mundo 
Morinacgulf 
Cabo S. Roque 
Del Norte 
Cap Bonavista 
Cap Ravensberg 
Del Viento 
Del Sud 
Santa Rosa 
Del Rio 
Cap Castillo 
Cap Frio 


1960 


Lloyd 
Lloyd 
Am- Rep 
Daido 
Col 
Wes- Lar 
Am- Rep 


Nopal 
Nopal 
Delta 
Lloyd 
Am- Rep 
Col 
Delta 
Pac-Rep 
Am- Rep 
Col 
Delta 
Daido 
Lloyd 
Lloyd 
Delta 
Pac- Rep 
Lloyd 
Delta 
Col 
Delta 
Col 
Deita 
Col 
Deita 
Col 

Col 


Am- Rep 
Col 
Deita 
Brodin 
Am-Rep 
Lloyd 
Pac- Rep 
Nopal 
Delta 
Norton 
Lloyd 
Am- Rep 
Wes-Lar 
BI-Dia 
Delta 
Am- Rep 
Col 
Lloyd 
Lioyd 
Daido 
Am- Rep 
Pac-Rep 
Nopal 
Col 
Delta 
Am- Rep 
Am-Rep 
Lloyd 
Delta 
Col 

Am- Rep 
Daido 
Col 
Pac-Rep 
BI-Dia 
Delta 
Lloyd 
Lloyd 
Delta 
Pac- Rep 
Lloyd 
Delta 
Col 

Col 
Delta 
Delta 
Col 
Deita 
Col 

Col 


NY5/16 
NO5/17 Ho05/22 
NY5/12 


Ba5/16 NY5/18 Pa5/20 Bo5/22 MI5/26 


NY5/20 Bo5/24 Pa5/27 Ba5/28 
LA5/30 SF6/1 Po6/7 Se6/9 Va6/10 


Jx5/22 Ba5/26 Pa5/28 NY5/29 Bo6/1 
MI6/5 


NO5/11 HO05/14 

NO5/21 Ho5/24 

NO5/23 Ho05/27 

NY5/26 

NY5/27 Bo5/30 Pa6/1 Ba6/3 Nf6/4 
NY5/27 Pa5/31 Ba6/1 Bo6/3 MI6/7 
N05/30 H06/3 

LA6/14 SF6/17 Va6/26 Se6/28 P06/30 
Jx6/4. NY6/8 Bo6/11 Pa6/13 Ba6/15 
NY6/2 Bo6/5 Pa6/8 Ba6/9 

N06/1 H06/8 

Ba6/3 NY6/5 Pa6/7 Bo6/9 MI6/13 
NY6/6 

NO06/10 H06/16 

N06/13 Ho6/15 

LA6/82 SF7/1 Va7/10 Se7/12 Po7/14 
NY6/16 

N06/15 H06/22 

NY6/2 Bo6/5 Pa6/8 Ba6/9 

N06/27 Ho7/1 

NY6/26 Bo6/28 Pa6/30 Ba7/1 
N06/29 Ho7/6 

NY7/4 Pa7/7 Ba7/8 Bo7/10 MI7/16 
NO7/11 Ho7/15 

NY7/14 Bo7/17 Pa7/20 Ba7/21 
NY7/27 Bo7/29 Pa7/31 Ba8/2 


NY4/28 Bo5/1 Pa5/3 Ba5/5 Nf5/6 
NY4/28 Bo5/2 Pa5/4 Ba5/5 

N04/27 Ho5/4 

Ba4/30 NY5/3 Pa5/5 Bo5/7 MI5/11 
Jx5/4 Ba5/8 Pa5/10 NY5/11 Bo5/13 
NO5/3 Ho5/10 

LA5/17 SF5/20 Va5/30 Se5/31 Po06/2 
NO5/11 Ho05/14 

N05/9 Ho5/13 

NY5/8 Bo5/11 Pa5/13 Ba5/14 

NY5/6 

NY5/11 BoS/14 Pa5/16 Ba5/18 Nf5/19 
LA5/30 SF6/1 P06/7 Se6/9 Va6/10 
NY5/16 Bo5/19 Ba5/22 Pa5/24 
NO5/11 Ho05/18 

Ba5/12 Pa5/14 NY5/15 Bo5/18 
NY5/14 Bo5/20 Pa5/22 Ba5/24 
NY5/16 

NO5/17 Ho5/22 

Ba5/16 NY5/18 Pa5/20 Bo5/22 MI5/26 
NY5/12 

LA5/31 SF6/3 Va6/12 Se6/14 P06/16 
N05/21 Ho5/24 

NY5/20 Bo5/24 Pa5/27 Ba5/28 
NO5/23 Ho05/27 

Jx5/22 Ba5/26 Pa5/28 NY5/29 Bo6/1 
NY5/27 Bo5/30 Pa6/1 Ba6/3 Nf6/4 
NY5/26 

N05/30 Ho06/3 

NY5/27 Pa5/31 Ba6/1 Bo6/3 MI6/7 

Jx6/4 NY6/8 Bo6/11 Pa6/13 Ba6/15 
Ba6/3 NY6/5 Pa6/7 Bo6/9 MI6/13 
NY6/2 Bo6/5 Pa6/8 Ba6/9 

LA6/14 SF6/17 Va6/26 Se6/28 P06/30 
NY6/6 Bo6/9 Ba6/12 Pa6/14 
N06/1 H06/8 

NY6/6 

N06/10 H06/16 

N06/13 H06/15 

LA6/28 SF7/1 Va7/10 Se7/12 
NY6/16 

N06/15 Ho06/22 

NY6/17 Pa6/19 Ba6/21 Bo6/23 
NY6/26 Bo6/28 Pa6/30 Ba7/1 
N06/27 Ho7/1 

N06/29 Ho07/6 

NY7/4 Pa7/7 Ba7/8 Bo7/10 MI7/16 
NO7/11 Ho7/15 

NY7/14 Bo7/17 Pa7/20 Ba7/21 
NY7/27 Bo7/29 Pa7/31 Ba8/2 


Po7/14 


MI6/27 





Test Our Instant Coffee 
and See for Yourself! 


The secret of the success of 
| East Coast Private Brand Cof- 

fee is this: only full roasted 

sweet drinking coffees are used, 

in a full flavored and aromatic 
| blend. It’s rich, heavy bodied, 
fragrant. Extra long flavor life 
is assured by removing all fats 
and oils. 


COFFEE 
CoRS 


Cable Address: NATHORCOF, N.Y. 


h igh est 
quality 


PRIVATE 
BRAND 
COFFEES 


lowest prices 


Send for your sample today and 
see why East Coast Coffees out- 
sell other private brands, even 
those selling at much higher 
prices. Quality counts. 


601 West 26th St. 
New York 1, N. Y. 


Tel: BOwling Green 9-0050 











| 


Quality 


COFFEES BUILD 
FOR THE FUTURE 


AFFAE (0. 


IMPORTERS OF fine COFFEES 


NG. 





MEMBER 
New York Coffee & 
Sugar Exchange, Inc. 


GLORIA SUPERIOR® 


Tachira Maracaibo 


LEON TAFFAE CO., INC. 
106 Front St., New York 5, N. Y. — DI 4-815! 








FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 
FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 


Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 








ship sailings 





: City of Capetown Ell- Buck Bo5/11 NY5/12 Pa5/14 Nf5/18 Ba5/20 
TANGA City of Swansea Ell- Buck MI5/13 
24 Friesland Nedlloyd NY5/25 LA6/13 SF6/17 P06/22 Se6/27 Exemplar Am- Exp Bo6/12 NY6/14 Pa6/17 HR6/19 Sa6/22 
Va7/3 Chsn6/23 Ba6/27 
Afr Rainbow Farrel! Bo6/25 NY6/27 5/10 = Stee! Director Isthmian N06/16 
Nedlloyd NY6/25 LA7/13 SF7/17 Se7/26 5/12 — Jalavishvajyoti Scindia Bo6/13 NY6/14 Pa6/16 Ba6/17 Nf6/18 
Va7/31 $a6/19 NO06/23 H06/26 Ga6/28 
Afr Lightning Farrell Bo7/23 NY7/25 Steel Navigator Isthmian NY6/27 NO7/6 
Lombok Nedijoyd NY7/26 LA8/13 SF8/17 $e8/26 
Va8/31 
Afr Planet Farrell Bo8/6 NY8/8 COLOMBO 
Afr Crescent Farrell 308/31 NY9/2 
Afr Star Farrel! Bo9/17 Ho09/19 4 City of Birmingham Ell-Buck MI5/12 
4 Steel Recorder Isthmian NO5/17 
Jalavishvajyoti Scindia Bo5/13. NY5/14 Pa5/18 Ba5/19 Nf5/20 
VICTORIA $a5/22 No5/26 Ho05/29 
. Stee! Rover Isthmian Bo5/17 NY5/18 
Del Rie Delta N04/25 Hot/29 Hoegh Cliff JavPac ——«LAS/7_-SF5/13 Po5/20 Se5/23 Va5/26 
Mexico Lloyd NO5/3 Ho5/10 Coolidge Am-Pres | NY5/27 Bo6/1 Ba6/4 HR6/6 
Del Vaile Delta N05/9 Ho5/13 Silvermoon Hoegh Ha6/1 Bo6/4 NY6/5 Pa6/8 Ba6/9 Nf6/10 
Uruguar Lloyd NO5/17 Ho05/22 Ga6/15 Ho6/17 N06/19 
Dei Sel Delta 23 05/27 Exchange Am-Exp  Bo5/30 -NY6/1 Pa6/4 HR6/6 $a6/9 
De! Oro Delta 30 H06/3 Chsn6/10 Ba6/14 
Paraguai Lloyd 10 H06/16 African Patriot Isthmian B05/28 NY5/29 
Se) Gunde Delta He6/15 Stee! Chemist Isthmian NY5/28 NO6/7 
Sel Viento Delta Ho7/1 City of Capetown Ell-Buck BoS/11 NY5/12 Pa5/14 Nf5/18 Ba5/20 
pel Rie Delta W07/15 City of Swansea Ell-Buck — MI5/13 
Stee! Admiral Isthmian B06/10 NY6/11 
Stee! Director Isthmian N06/16 
Jalavishvajyoti Scindia Bo6/13. NY6/14 Pa6/16 Ba6/17 Nf6/18 
TEA BERTHS $a6/19 N06/23 H06/26 Ga6/28 
Jackson Am-Pres NY6/24 Bo6/29 Pa7/1 Ba7/2 HR7/4 
Steel Flyer Isthmian Bo6/24 NY6/25 
Stee! Navigator Isthmian NY6/27 NO7/6 
CALCUTTA Stee! Traveler Isthmian Bo7/1l NY7/12 
Steel Artisan Isthmian Bo6/26 NY6/27 


Samarinda 





viv Viuuuw & 





vVuwu 


4/10 Wonorato JavPac LA5/15 SF5/21 Po5/28 Se6/2 Va6/7 
1/10 = Steel Recorder Isthmian NO5/17 
4/12 = Jaladhan Scindia Bo5/13 NY5/14 Pa5/18 Ba5/19 Nf5/20 


$e5/22 B05/26 Ho05/29 COCHIN 
21 Stee! Chemist Isthmian NY5/28 NO6/7 


1/21 Exchange Am- Exp Bo5/30 NY6/1 Pa6/4 HR6/6 = 5Sa6/9 4/14 Arthur Am- Pres Bo5/20 Pa5/22 Ba5/23 HR5/24 
Chsn6/10 Ba6/14 4/16 City of Birmingham Ell- Buck 


BRAZILS 


SANTOS « PARANAGUA « ANGRA « RIO DE JANEIRO 


CENTRAL AMERICANS 


COSTA RICA « GUATEMALA * NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN * ARMENIA + MANIZALES + SEVILLA » GIRARDOT 


W. R. GRACE & co. 
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TORM LINES 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 
TORM LINES AGENCY, INC. 
GENERAL AGENTS 
CABLE: TORMLINE 


24 STATE STREET 


Exhibitor 
Jaladhan 


Steel Rover 
Coolidge 
African Patriot 
Exchange 


Silvermoon 


Stee! Chemist 
Polk 

C.ty of Swansea 
Stee! Admiral 
Exemplar 


Jalavishvajyoti 


Jackson 

Steel Flyer 
Steel Navigator 
Stee! Traveler 
Steel Artisan 


DJAKARTA 


4 
4 
4 
5 
5 
5 
6 


12 
24 
28 
10 
18 
25 
12 


African Patriot 
Taft 

Ste2! Admiral 
Steel Flyer 
Laust 

Steel Traveler 
Stee! Artisan 


DJIBOUTI 


Bay State 
Steel Chemist 
Exchange 


Stee! Director 
Steel Navigator 


HONG KONG 


4 


14 


Yamakimi Maru 


Am- Exp 
Scindia 


Isthmian 
Am- Pres 
Isthmian 
Am- Exp 


Hoegh 


Isthmian 
Am- Pres 
Ell- Buck 
Isthmian 
Am- Exp 


Scindia 


Am- Pres 
Isthmian 
Isthmian 
Isthmian 
Isthmian 


Isthmian 
Am- Pres 
Isthmian 
Isthmian 
Maersk 

Isthmian 
Isthmian 


!sthmian 
Isthmian 
Am- Exp 


Isthmian 
Isthmian 


Yamashita 


Bo5/13 


Bo5/13 


Bo5/17 

NY5/27 

Bo5/28 
Bo5/30 


Ha6/1 


NY5/28 
NY6/12 
Mi5/13 
Bo6/10 
Bo6/12 


Bo6/13 


NY6/24 
Bo6/24 
NY6/27 
Bo7/11 
Bo7/26 


Bo5/28 
LA5/30 
Bo6/10 
Bo6/24 

NY7/6 
Bo7/11 
Bo7/26 


NY5/3 
NY5/28 
Bo5/30 


N06/16 
NY6/27 


NY5/19 


NY5/15 Pa5/18 HR5/20 Sa5/23 
Chsn5/24 Ba5/28 
NY5/14 Pa5/18 Ba5/19 Nf5/20 
$a5/22 No5/26 Ho5/29 
NY5/18 

Bo6/1 Pa6/3 Ba6/4 HR6/6 
NY5/29 
NY6/1 HR6/6 Sa6/9 
Chsn6/10 Ba6/14 
Bo6/4 NY6/5 Pa6/8 Ba6/9 Nf6/10 
Ga6/15 H06/17 N06/19 


Pa6/4 


N06/7 
Bo6/16 Pa6/19 HR6/20 


NY6/11 
NY6/14 Pa6/17 HR6/19 Sa6/22 
Chsn6/23 Ba6/27 

NY6/14 Pa6/16 Ba6/17 Nf6/18 
$a6/19 N06/23 H06/26 Ga6/28 

Bo6/29 Pa7/1 Ba7/2 HR7/4 

NY6/25 

N07/6 

NY7/12 

NY7/27 


NY5/29 
NY6/15 
NY6/11 
NY6/25 
MI7/20 

NY7/12 
NY7/27 


Ba6/19 B06/22 


HR6/6 Sa6/9 
Chsn6/10 Ba6/14 


1 Pa6/4 


Pa5/24 Ba5/25 Nf5/28 


ONC 


Am- Pres 
K Line 
Pioneer 
Maersk 
PacFar 
Am- Pres 
Pioneer 

K Line 
Maersk 
PacFar 
Yamashita 
Am- Pres 
Maersk 
Maersk 
Yamashita 
Maersk 


Hoover 
Colorado Maru 
Minx 

Nicoline 

Japan Bear 
Cleveland 

Ming 

Gohshu Maru 
Johannes 

Old Colony Mariner 
Yamataka Maru 
Wilson 

Marit 

Jeppesen 
Yamawaka Maru 
Sally 


KOBE 


4/10 
4/13 
4/18 
4/22 
4/22 
4/23 
4/26 
4/27 
4/29 
4/30 
5/2 

5/10 
5/10 
5/12 
5/19 
5/22 
5/26 
6/11 
6/22 
6/26 


Maersk 
Am- Pres 
Am- Pres 
Pioneer 
Yamashita 
Am- Pres 
Maersk 

K Line 
Am- Pres 
Pioneer 
Am- Pres 
Maersk 
Pioneer 
Am- Pres 
Am- Pres 
Yamashita 
Maersk 
Maersk 
Yamashita 
Maersk 


Chastine 
Harrison 
Hoover 

Main 
Yamakimi Maru 
Garfield 
Nicoline 
Colorado Maru 
Cleveland 

Minx 

Johnson 
Johannes 

Ming 

Taylor 

Wilson 
Yamataka Maru 
Marit 

Jeppesen 
Yamawaka Maru 
Sally 


SHIMIZU 


4/10 
4/12 
4/15 
4/24 
4/24 
4/25 


Pioneer 
Maersk 
Am- Pres 
Pioneer 
Yamashita 
Am- Pres 


Myth 

Chastine 
Harrison 

Main 

Yamakimi Maru 
Garfield 


Brisk Flavor! First, drinking 
Lipton Tea relaxes you. Then, 
its brisk flavor picks you up. 


NEW YORK 4, NEW YORK 


SF5/1 

SF5/12 NY5/26 

NY5/25 Ba5/29 Nf5/31 Pa6/2 
LA5/12 NY5/28 

SF5/11 LAS/16 

SF5/13 

NY6/4 Ba6/8 Nf6/10 Pa6/12 
SF5/19 LA5/21 NY6/8 
SF5/26 NY6/12 

SF5/26 LAS/31 

NY6/17 Pa6/22 Ba6/23 Nf6/26 
SF6/2 LA6/9 

LA6/11 NY6/26 

SF6/26 NY7/13 

NY7/18 Pa7/24 Pa7/25 Nf7/27 
LA7/10 NY7/25 


SF4/26 NY5/13 

LA4/29 SD5/5 SF5/8 

SF5/1 

NY5/18 Ba5/22 Nf5/24 Pa5/26 
NY5/19 Pa5/24 Ba5/25 Nf5/28 
LAS5/7 SD5/13 SF5/16 


LA5/12 NY5/28 


SF5/12 NY5/26 

SF5/13 

NY5/25 Ba5/29 Nf5/31 Pa6/2 
LAS/18 SD5/24 SF5/27 
SF5/26 NY6/12 

NY6/4 Ba6/8 Nf6/10 Pa6/12 
LA5/26 SD6/1 SF6/3 

SF6/2 LA6/9 

NY6/17 Pa6/22 Ba6/23 Nf6/26 
LA6/11 NY6/26 

SF6/26 NY7/13 

NY7/18 Pa7/24 Ba7/25 NF7/27 
LA7/10 NY7/25 


NY5/3 Ba5/7 Nf5/9 Pa5/11 Bo5/14 
SF4/26 NY5/13 

LA4/29 SD5/5 SF5/8 

NY5/18 Ba5/22 Nf5/24 Pa5/26 
NY5/19 Pa5/24 Ba5/25 Nf5/28 
LAS/7 $D05/13 SF5/16 


Exclusive ‘“‘Flo-Thru“® Tea 
Bag! Lets all the brisk Lipton 


flavor come through. 


Answer: Lipton, of course! 


5 | 





Nicoline Maersk LA5/12 NY5/28 

Colorado Maru K Line SF5/12 NY5/26 

Minx Pioneer NYS/25 Ba5/29 NF5/31 Pa6/2 
Johnson Am- Pres LA5/14 $D5/24 SF5/27 

Johannes Maersk SF5/26 NY6/12 

Ming Pioneer NY6/4 Ba6/8 Nf6/10 Pa6/12 
Taylor Am- Pres LA5/26 SD6/1 SF6/3 

Yamataka Maru Yamashita NY6/17 Pa6/22 Ba6/23 NF6/26 
Marit Maersk LA6/11 NY6/26 

Jeppeser Maersk SF6/26 NY7/13 

Yamashita NY7/18 Pa7/24 Ba7/25 Nf7/27 
LA7/10 NY7/25 


Yamawaka Maru 
Sally Maersk 


YOKOHAMA 


Myth Pioneer 
Chastine Maersk 


NY5/3 Ba5/7 Nf5/9 Pa5/11 Bo5/14 
SF4/26 NY5/13 





The Product Picture 


The literature listed below contains specialized 
information of interest to the readers of COFFEE 
AND TEA INDUSTRIES 


filling out the coupon at the bottom of the page 


It is available simply by 


SILICONE DIAPHRAGM FOR URN FAUCETS 

Wyott Manufacturing Co., Cheyenne, Wyo., has 
de veloped a new, longer lasting, silicone diaphragm 
for their stainless steel “L’’ series coffee and hot 
water urn faucets. A_ bulletin describes the dia- 


phragm, its features, and application, 


VIBRATORY FEEDERS 
The Syntron Co., Homer City, Pa., has issued 
a 32-page catalog on the company’s line of electro- 
magnetically vibrated feeders. Complete descrip- 
tions, data and specifications are contained in the 


illustrated booklet 


BATCH-WEIGHING MACHINES 

Weighing and Control Components, Hatboro, Pa., 
announces a new, bulk materials batch-weighing 
system for use in multi-ingredient product formula- 
tion. Detailed information on the unit is available 
in bulletin form 


MAGNETIC UNIT 

Eriez Manufacturing Co., Erie, Pa., has developed 
an extremely compact permanent non-electric mag- 
netic unit for dependable removal of fine ferrous 
food paahenaianeie and tramp iron. The unit is 
described as being designed for quick, easy plant 
installation. 


° ° 
COFFEE AND TEA INDUSTRIES 


106 Water St., New York 5, N. Y. 
Please send me the following booklets: 


iow Name 
Street Address 
City and State 
Signature 











Harrison Am-Pres LA4/29 S$D5/5 SF5/8 

Hoover Am-Pres SF5/1 

Yamakimi Maru Yamashita NY5/19 Pa5/24 Ba5/25 Nf5/28 
Main Pioneer NY5/18 Ba5/22 NF5/24 Pa5/26 
Garfield Am-Pres LA5/7 SD5/13 S$D5/16 

Nicoline Maersk LA5/12 NY5/28 

Cleveland Am-Pres  SF5/13 

Minx Pioneer NY5/25 Ba5/29 Nf5/31 Pa6/2 
Johnson Am- Pres LA5/18 $D5/24 SF5/27 

Ming Pioneer NY6/4 Ba6/8 Nf6/10 Pa6/12 
Johannes Maersk SF5/26 NY6/12 

Taylor Am-Pres LA5/26 SD6/1 SF6/3 

Wilson Am-Pres SF6/2 LA6/9 

Yamataka Maru = Yamashita. NY6/17 Pa6/22 Ba6/23 NF6/26 
Marit Maersk LA6/1l NY6/26 

Jeppesen Maersk SF6/26 NY7/13 

Yamawaka Maru Yamashita NY7/18 Pa7/24 Ba7/25 Nf7/27 
Sally Maersk LA7/10 NY7/25 


Aanonvuuuruuuwubk Boke BS 


African coffee representative 


named to Washington 

The British Embassy has announced that Mr. T. M. 
Loudon, director of economic coordination in the East 
Africa High Commission at Nairobi, has been attached to 
the embassy staff in Washington. 

Loudon will be concerned with coffee matters, and 
particular with the International Coffee Study Group, 
whose work is of continuing interest to the coffee pro- 
ducers of Kenya, Uganda, Tanganyika. 

Loudon was — to the administrative service in 
1946, and joined the East Africa High Commission in 
1952. Before the war he had travelled extensively in 
Latin America on business connected with coffee. 

The final official statistics from the U. S. Bureau of 
the Census show that exports of instant coffee from 
the United States during the calender year 1959 amounted 
to 6,337,127 pounds, valued at $11,589,478 compared 
with 1958 exports of 4,479,323 pounds v alued at $9,866,- 
549. 


| me YS O, Chute. 
SCOFEEEe 


Rees en GRIND 


A specially designed two-pound pantry glass jar has been adopted 
by the Wellman Coffee Co., Los Angeles. Lady's Choice has dis- 
tribution in California, Arizona, and Nevada. Jars are supplied by 
Owens-Illinois Glass Co. 


COFFEE & TEA INDUSTRIES and The Flavor Field 





from the Canadian North Woods we bring you the finest 
VANILLIN U.S.P. 


that modern technological skill can produce 


ZINK & TRIEST COMPANY 


15 LOMBARD STREET + PHILADELPHIA 47, PA. 


Write us for 
samples and quotations 





Coffee Import Figures 


The U. S. Department of Commerce has furnished the following data 
covering imports of coffee calculated on the basis of 60-kilo bags. 
JANUARY DECEMBER 
1960 1959 
Brazil 396,808 1,105,165 
Colombia 196,452 429,637 
Mexico 94,671 108,679 
118,736 95,779 
Guatemala 77,921 229,958 
Venezuela 23,050 36,347 
Costa Rica 4,721 14,562 
Dominican Republic 34,752 62,788 
Ecuador 3,595 10,676 
Honduras 2,894 999 
Nicaragua 3,894 — 
Cuba 126 1,822 
Haiti 15,277 22,687 
Peru 12,675 15,608 
British West Indies 16 626 
Bolivia 768 — 
Panama 908 2,149 
Portuguese Africa 97,138 66,650 
British East Africa 56,354 82,721 
Belgian Congo 18,692 22,342 
Ethiopia 25,170 15,851 
French Africa & Madagascar 45,991 35,504 
British West Africa - 1,502 
500 
Indonesia d 1,749 
Portuguese Asia — 
Ghana 696 
British Asia - 1,101 
India f 2,332 
Others 610 
2,369,040 


TRADE CALENDER 


May 1-4 

Flavoring Extract Mfrs, Ass'n. 
Hotel Hershey 

Hershey, Pa. 


Super Market Institute 
Convention Hall 
Atlantic City, N. J. 


May 9-12 
41st Nat'l. Restaurant Convention 
Chicago, Il. 


May 19-21 

Pacific Coast Coffee Ass'n. 
Desert Inn 

Las Vegas, Nev. 


May 22-25 

American Spice Trade Ass'n. 
Shawnee Inn, 

Shawnee on Delaware, Pa. 


June 9-12 

Canadian Spice Ass'n. 
Alpine Inn 

Ste. Marguerite, Quebec 


June 12-16 

Nat'l. Ass’n of Retail Grocers 
Memorial Auditorium 

Dallas, Tex. 


June 20-22 

Grocery Mfrs. of America 
The Greenbrier 

White Sulphur Springs, Va. 








IRWIN-HARRISONS-WHITNEY wc. 


Tea Importers 


NEW YORK « PHILADELPHIA * BOSTON * CHICAGO »« SAN FRANCISCO * SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) 
NAIROBI (AFRICA) * TAIPEI (FORMOSA) 
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Passing-the-Pepper — around the world! 


From Indonesia, Malaya and the Malabar Coast of 
India comes some of the world’s finest pepper. A 
strictly tropical growth, the pepper vine thrives in 
these humid areas. 

It takes four to five years for the “berries” of 
the vine to mature. Then they're picked, dried to 
the familiar black color, washed and winnowed to 
remove the chaff. Bagged and graded, the pepper 
travels via canal boat or inter-island steamer to the 
market-ports of Cochin and Singapore. 


{=> | 


Here the pepper is carefully loaded and stowed 
aboard a modern cargoliner. Before long the vessel 
is clearing the harbor, headed across the miles to 
the markets of the world. 


American President Lines’ ability to provide swift, 
dependable ocean transport for cargos of every type 
is the result of long experience. This same experience 
is available to you today. Whatever you ship, wher- 
ever it’s going, send it by APL—the line with the 
world on its schedule. 


APL 


C A N 


New York, Chicago, Los Angeles, San Francisco, San Diego, 


rR eS 


Detroit, 
COFFEE & 


DEN T . 3 


Baltimore, Washington, D.C., Boston, Philadelphia, 
TEA INDUSTRIES and 


Cleveland, 


The Flav r 


, 


N E S 


Hampton 


Roads 


eo} 





@ THE SPICE MILL 


Section of the mural 
detailing the history of 
the spice trade in 
the McCormick-Schilling 
headquarters in  Balti- 
more, Md. 


A Short History of Spices 





Today when spices cost so little that we can all enjoy 
the nip of black pepper, or the delicious aroma of cinna- 
mon, ginger or cloves, it seems unbelievable that these 
fragrant bits of bark, leaves and seeds were once so cost- 
ly, so hard to track down and transport, that men were 
willing to risk their lives going to the antipodes, if need 
be, for a few quintals of nutmegs or piculs of cassia. 

The traffic in spices goes back to the days before re- 
corded history. Archeologists estimate that by 50,000 
B.C. primitive man had discovered that parts of certain 
aromatic plants help make food taste better. To recon- 
struct what may have happened, we can imagine that man 
was about to cook a piece of meat in an emberlined pit. 
He saw some leaves and it occurred to him that if he 
wrapped the meat he could keep it free of grit and ashs. 
He covered the meat with the leaves and left it buried in the 
hot pit. Later, to his surprise and delight, he found that 
the leaves had given a new flavor to his meal. At that 
moment mankind discovered the art of seasoning. 

The Spices of Antiquity. If we can believe a favorite 
myth of the Assyrians, whose chiseled stone tablets repre- 
sent the earliest written records yet discovered, at least 
one spice was known before our world was created! These 
early peoples, who lived thousands of years before Christ, 
claimed that their gods were drinking sesame seed wine at 
a gathering held just before they made the earth. 

From the hieroglyphics on the walls of the pyramids, 
to the scriptures of the Bible, we find constant mention of 
the important part spices played in the lives of the 


ancients. Some of the spices, herbs and seeds we know 
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today, were cultivated by the early peoples of the western 
world. Our word “aroma” was the ancient Greek word 
for “spices.” 

Along the trade routes of antiquity went caravans with 
as many as 4,000 camels bearing spices and the rich 
merchandise of the East, plodding along from Goa, Cali- 
cut and the Orient to spice markets in Nineveh and Baby- 
lon; Carthage, Alexandria and Rome. Joseph, of the coat 
of many colors, was sold to spice traders by his envious 
older brothers: “And behold, a company of Ishmaelites 
came from Gilead with their camels bearing spicery and 
balm and myrrh, going to carry it down to Egypt.” 

The route from Gilead to Egypt was part of the “golden 
road to Samarkand” traveled for hundreds, almost thou- 
sands of years, bringing pepper and cloves from India, 
cinnamon and nutmeg from the Spice Islands (or Maluc- 
cas), ginger from China. 

For hundreds of years frail ships clawed their way 
along the Indian coast, past the pirate-infested Persian 
Gulf, along the coast of South Arabia and through the 
Red Sea to Egypt. Those were typical ways of bringing 
spices from the Orient to the Western world in ancient 
times. As early as the days of Tiberius Caesar they dis- 
covered that ships scudding before the blast of the mon- 
soon—the seasonal wind from the Indian Ocean, blowing 
east in summer, west in winter—could bring their spice 
cargoes to market in record time. Shipwrecks and storms 
brought large losses and there were constant robberies, 
but the risks were outweighed by the eventual profits for, 
as might be expected during the highly developed Greek 

(Continued on following page) 
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a short history of spices 


(Continued from page 55) 





ind Roman eras, spices were in great demand. 

So costly that only the wealhty could afford them, 
spices nevertheless were used in every conceivable way. 
Many and varied were the aromatics which seasoned the 
delicacies served at Roman banquets, Medicines required 
great quantities of spices and herbs, as witness the writings 
of Hippocrates, Theophrastes, Dioscorides and Pliny. Bay 
leaves (or laurel) were woven into crows for Olympi 
heroes; spices-scented balms were used after baths; spice- 
flavored wines were popular; incense made of spice was 
burned in temples and even along the roads. 

An Arab Monopoly, For centuries, since 950 B.C. 
(or earlier), the Arabs were the masters of this dangerous 
but lucrative trade, In the Old Testament of the Bible, 
Ezekiel 27, 22 it is recorded: ‘“‘The traders of Sheba and 
Raamah traded with you; they exchanged for your wares 
the best of all kinds of spices, and all precious stones and 
gold.” The Arabs kept Europe completely in the dark 
as to the source of many of the Oriental spices. Actually, 
they bought their from the Indians and from 
Chinese and Javanese merchants who put into Indian 
ports. But when questioned by would-be rivals from 
Europe, they would tell shuddery tales of the dangers they 
faced in gathering the spices in mysterious far-off lands. 

Mohammedanism gave great impetus to the Arabs’ ac- 
tivities in the spice trade. Mohammed, born about 750 
A.D., married a wealthy spice-trading widow and as his 
Islamic missionaries made their way throughout Asia they 
spread their faith at the same time that they gathered up 


spices 


Spices, 

To understand the amazing prestige of spices in ancient 
times we must remember for one thing that food was 
neither good nor palatable. There was no cattle fodder 
which could be stored, so beef was killed in the autumn 
and salted. There were no potatoes; no corn, tea, coffee 
or chocolate. There were no lemons with which to pre- 
pare refreshingly acid beverages, and neither was there 
sugar with which to sweeten them. 
pepper, a little cinnamon or ginger, mixed with even the 
coarsest dishes, could make them palatable. The demand 
for spices spread like a wave over Europe—even beyond 


However, a dash of 


Pepper on the New York Produce Exchange was the subject as 
Francis Mabbs, chairman of the pepper committee signs proclama- 
tion opening trading. Looking on, |. to r., are C. R. Berg, manager 
of the Product Exchange; S. Shahabuddin, acting consul general of 
India, and Adham Basorie, deputy consul general of Indonesia. 


the fringes of civilization. As ransom, when he lay siege 
to Rome, Alaric the Visigoth demanded 3,000 pounds of 
pepper and later, an additional tribute of 300 pounds an- 
nually. The barbarians from the north were quick to 
learn that spices kept their meat fresher and thus lessened 
the supply problem during their constant forays. 


Spices In The Middle Ages. Whether spices came by 
sea or by land, they had to come by way of Cairo, Egypt. 
“Whoever is lord of Cairo,” said the merchant Piloti,* 
“may call himself lord and master of Christendom . 
and... of all the islands and places where the spices 
grow, since of necessity all merchandise of spicery from 
whatever direction can come and be sold only in the land 
of the Sultan.” 

From Cairo the spices were shipped to Alexandria and 
there they were bought and shipped by the Venetians, 
and the Genoese, who rode the crest of swelling demand 
for spices to fabulous wealth. “The spice trade, calculated 
to supply the demands of medieval trans-Alpine cookery, 
was great not only in volume but in value; it has been as- 
sessed as worth, at the very least, a million ducats annual- 
ly. A single big Venetian galeasse returning from Alexan- 
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dria with her holds full of spice-sacks would carry cargo 
to the value of 200,000 ducats.’’* 

During the Middle Ages in Europe, a pound of ginger 
was worth the price of a sheep; a pound of mace would 
buy three sheep or half a cow; cloves cost the equivalent 
of about $20. a pound. Pepper, always the greatest prize, 
was counted out peppercorn by peppercorn. 

The guards on London docks, even down to Eliza- 
bethan times, had to have their pockets sewn up to make 
sure they didn’t steal any spices. In the 11th Century, 
many towns kept their accounts in pepper; taxes and rents 
were assessed and paid in this spice and a sack of pepper 
was worth a man’s life. 

* From F.H.M. Prescott’s “Once To Sinai’’ The MacMil- 
lan Co., 1958. Quoted by permission from the publisher. 

One day, in the year 1271, a young Venetian set out 
with his father and uncle on a 24-year journey which was 
to take them all over Asia, as far as fabled Cathay, or 
China, His name was Marco Polo and his book of travel- 
er's tales was to lead to the downfall of Venice, the des- 
truction of the Arabian Empire, the discovery of the New 
World and the opening of trade with the Orient. 

Not only had the Polo's wanderings taken them to the 
rich court of Kublai Khan, “Zipangu” and the land of the 
Tartars, but Marco Polo was able to tell of the hot coun- 
tries where he'd seen spices grown. He wrote of Java, 
“from thence also is obtained the greatest part of the 
spices that are distributed throughout the world.” He 
told of the door to India, Ormus, “Whose port is frequen- 
ted by traders from all parts of India, who bring spices 


and drugs. . .These they dispose to a different set of trad- 
ers, by whom they are dispersed throughout the world.” 
He described the kingdom of Dely as a place that “'pro- 
duced large quantities of pepper and ginger, with many 
other articles of spicery.” 

The Age Of Discovery. Suddenly European merchants 
realized these places could be reached by ship. Much 
of the mystery had been removed from the lands of 
spicery, and Europe was awakened to a new quest. 

First Portugal, then Spain and England, then Holland, 
and eventually even the newly founded United States, 
entered one of history’s most exciting contests. During 
nearly four centuries, the major western powers raced 
each other to the Orient and battled each other for con- 
trol of the spice producing lands, 

This race has been skillfully summed up by Professor 
Walter Raleigh in his introduction to “Hakluyt’s Voy- 
ages”: 

“While the main trade routes to the East still lay over- 
land, the maritime states of Italy, Genoa and Venice, held 
the keys of that traffic. By their rivalry navigation was 
improved; the mariner’s compass came into general use 
early in the Fifteenth Century; and although the power of 
Genoa was broken by the surrender of her fleet at Chiozza 
in 1380, her ancient enemy was not left for long in un- 
disputed possession. Beyond the gates of the Mediter- 
ranean a new rival arose; and during the whole of the 
Fifteenth Century, the Portuguese, having learned their 
craft from the Italians, were steadily creeping down the 
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a short history of spices 


(Continued from page 14) 





western Africa rounding discovering 
islands, making maps and charts always with the same 
hope of finding a new and safer passage to the markets 
of the East In the year 1410 Prince Henry the Navi 
ator, a younger son of King John I of Portugal, began 
His aims and methods were 
Hakluyt constantly recom 
He established a 


coast ot Capes, 


his systematic explorations 


those which, in a later age, 
mended to the government of England. 
college, and called to his service the best science of 
the time In 1419 Madeira 1436 
Cape Bojador was rounded, and seven years later, Cape 
le Verde In 
Azores Or Hawk 
made, until in 1486, Bartholomew Diaz doubled the Cape 
and in 1498, five and a half years after 
the first Vasco de Gama 


the Indian Ocean and cast anchor on the coast of Malabar 


naval 
Was discovered In 
1448 settlements were established on the 
Islands. So, step by step, advance was 


of Good Hope, 
voyage of Columbus, crossed 
Thus the way was opened by sea to China and Japan, and 
the Portuguese, by their own labours, and by the Papal 
Bull of Pope Martin V, granted in 1444, came into posses- 
sion of all the islands they had visited, as far as the 
Indies 

The little 
Ceylon, the East Indies and finally the Spice Islands them 


seafaring country of Portugal now claimed 


selves and became for a time one of the richest nations of 


Europe 


Meantime, spices contributed their most important gift 


A new gourmet line of approximately 55 spices, herbs, and season- 
ings has been introduced by the Frank Tea & Spice Co., Cincinnati, 
Ohio. New container is a cylinder jar with flattened side panels io 
prevent jar from turning in spice racks or on grocer's shelves, and 
present front label appearance. 


to western peoples. They lured men into the discovery of 
a great new world, Christopher Columbus, Genoese map- 
maker and day-dreamer, carrying Spain's colors into the 
drive for spices, made his famous voyage across the At- 
lantic and discovered America. The only aromatic plants 
he found in the Western World, however were capsicums, 
‘plenty of aji, which is their pepper, which is more valu- 
able than pepper, and ‘all-spice or pimenta,’ a tree whose 
leaf had the finest smell of cloves that I ever met with.” 
Thus wrote Dr. Chanca of Columbus's expedition. 

Part Two of “a short history of spices,” neuly published 
by The American Spice Trade Association, u ill appear im 


Ma). 
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New York 
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1607 American Bank Bldg. 
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351 California Street 
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Dingwall, Cotts & Co., Ltd. 
802 West Hastings Street 
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Produce Exchange 


Opens pepper market 


On Tuesday, April 5, the only black pepper futures mar- 
ket in the western hemisphere was opened on the New 
York Produce Exchange. The only other pepper futures 
market is in Cochin on the southwest tip of India, 

The black pepper contract will call for delivery in li- 
censed warehouses in the port of New York of quality 
Lapong Black or Garbled Malabar black pepper. Each 
contract will be for ten long tons. Exchange rules pro- 
vide that all deliverable pepper shall have been released 
by the New York Produce Exchange Pepper Inspection 
Department as having met exchange specifications. Trad- 
ing will commence immediately with contracts for delivery 
in July, 1960, and thereafter. 

According to conservative estimates there are 3500 long 
tons of black pepper now in the Port of New York, with 
April arrivals expected to be about 100 long tons. Im- 
porters report stocks of 7000 long tons of Garbled Mala- 
bar Black on hand in India, with 5000 long tons of 
Lampong Black available in Singapore. Pepper stocks 
are considered fully adequate for Exchange trading pur- 
poses. The next crop of Garbled Malabar Black will com- 
mence to be harvested in November-December 1960. 

Lampong Black is grown on the southern tip of Su- 
matra (now part of Indonesia) and shipped from Telok 
Betong mainly through Singapore. Harvesting starts 
generally during July and August. Sumatra has been the 
traditional source of pepper exported to the United 
States since its discovery there by Salem sea captains in 
the late 1700's. 

Garbled (washed) Malabar Black is grown in the Alle- 
pey and Tellicherry areas of the Malabar coastal region 
of southwestern India. In recent years the export of 
pepper from the Malabar Coast has grown to rival that 
of Sumatra, Allepey, because of its many canals and 
waterways, is known to many travellers as the Venice of 


India. 


Spice research committee 
prints official methods 


The three-year research project of developing methods 
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"WE WANTED A RECEPTIONIST THAT 
WOULD FIT IN WITH THE PRODUCT." 


for analyzing spices has been completed and the methods 
are presently in the hands of the printer. These methods, 
identified as first and final actions, will be bound in a 
loose-leaf binder and will be made available to members 
just prior to or at the convention. 

This completed project represents one of the most im- 
portant tasks undertaken by the Association's Research 
Committee since its formation and will be of inestimable 
value to members as well as to the entire food processing 
industry. 

The printing of the first section of these methods in 
1959 resulted in the distribution and sale of over seven 
hundred copies. The present printing includes the 
methods covered in the first printing, now os as 
‘final actions’ and ten new methods identified as ‘‘first 
actions.” It ts anticipated that every food ser Ah firm 
in the United States using spices in their products will 
have need for copies of these analytical methods. The 
completion and printing of the methods is another indi- 
cation of the value of the Association's research program, 
which is supported by the membership’s voluntary contri- 
butions to the revenue program. 
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Kegional Sok Viskes 


New York News 


@ 8 The American Red Cross in great- 
er New York has announced the ap- 
pointment of two industry figures to 
head that organizations annual drive 
in this area. Jerome S. Newman, pres 
ident of Joseph Martinson Co., Inc., 
will serve as area chairman, while E 
H. Sennhauser, broker, of 8-10 Bridge 
St., will coordinate the activities of the 
spices division in a. similar post as 


chairman 


ee! 
announced the relocation of their of 
fices at 230 West 41 Street. The firm 
has consolidated its coffee division 
located at 80 Wall Street, 
At the same time 


A. Champon and Co., Inc., have 


formerly 
» the new offices 
the firm has also assumed the agency 
for Descours and Cabaud, and Misetel, 
Inc., two large French firms operating 
principally in Vietnam and Madagas 
cal Principal activities of the firm 
ire aS mmport-export agents in essential 
oils, spices, vanilla and green coffee 
® 8 John N. Frank has been appointed 
to the position of regional sales man 
ager for Coffee Instants, Inc. Form 
erly associated with the William S 
Scull Co., Frank is a past president of 
the Association of Manufacturers of 
Philadelphia, and a recent chairman of 
the Junior Board of the National Teas 
Frank will cover an ex- 
Delaware 


Association. 
tensive area including § the 


\ alley 


@ @ Mr. Robert Nice, representative of 
Messrs Lawrie & Co., Ltd., 
Calcutta is expected to arrive in New 
York on April 20th. Nice, while here, 
will make his headquarters at the New 
York offices ot Creorge CG Cholwell & 
Co., Inc., agent for Balmer Lawrie 
Nice will make his customary tour of 
the West Coast and Canada, returning 
to London from Montreal about May 


18 


salmer 


® ® Fritzsche Brothers have announc- 
ed that the company’s quarter century 
club has added two members to the 
fold Fred W. Richter, and Arthur J 
Hemminger, both of who joined the 
company in March of 1935 were par- 
ticipants in a joint luncheon celebra- 
tion tendered them at Charles Restau- 


rant Richter is now manager in 
charge of manufacturing at the Clifton, 
N.J. plant, Hemminger personnel 
manager and assistant secretary. 


@ ® Fries and Fries, Inc., of New York 
and Cincinnati, announces with deep 
regret the death of Albin Wilko, a 
flavor and perfume chemist in the 
eastern laboratory of the company. 


@eaAt the regular meeting of the 
Green Coffee Association of New York 
City the following companies were elec- 
ted to membership. J, Gerber and Co., 
855 Ave. of the Americas; Greenpoint 
Terminal Warehouse, Inc., Brooklyn, 
N. Y., and Merrill Lynch, Pierce, Fen- 


ner and Smith Inc 


® @ Colombia's President Alberto 
Lleras Camargo, at the invitation of 
President Eisenhower, was the 
of honor sponsored by the Colombia 
American Chamber of Commerce and 
The Pan American Society at the Wal- 
dort on April 12 


guest 


@ ® Jorge Canaveti, New York repre- 
sentative of the Mexican Coffee Insti- 
tute, has been appointed secretary- 
treasurer of the Promotion Committee 
of the Interational Coffee Agreement. 


@@ The National Coffee Association 
has announced that the next meeting 
of the advisory committee and board 
of directors will be held at Las Vegas 
in May, in conjunction with the annual 
meeting there of the Pacific Coast Cof- 
fee Association. 


@ @ Latest from the Green Coffee 
Bowling Association bowlers indicates 
that as of March 24, Nathor was still 
first with 45 wins, 27 losses. Follow- 
ing closely behind was Aron, 41 games 
won and 31 lost, and Byrne in third 
place with 40 games won and 32 lost. 

High team game, net, went to Woods 
with 922; Force in second position with 
906, and Bendiks, 885. High team 
series, net, went to Wood, 2553, Wood, 
3, and Argentine, with 2496. 


@ @ Pepper delivery to be made in li- 
censed warehouses in New York City. 
Under the rules established by the 
New York Produce Exchange for the 
operation of newly established black 


pepper futures market, deliveries will 
be able to be made “in store” in the 
following licensed warehouses at pres- 
ent. Municipal Warehouse Co., Inc., 
Brooklyn, N. Y., Bush Terminal Co., 
Brooklyn, N. Y., Pouch Terminal, Inc., 
Staten Island, N. Y., American Dock 
Co., Staten Island, N. Y. 

Additional 
censed in the near future. 


warehouses will be li- 


@ @ Financial Briefs: Three major 
processors with corporate offices in the 
New York area issued earnings state- 
ments during the month of March. 

Lipton, for the 26th consecutive 
vear, indicated that sales have register- 
ed an increase. Sales for 1959 were 
$112,572,000, seven percent above 1958, 
with net profits after taxes reaching 
$6,719,000. The report states, “with 
tea, we maintained our position as_ the 
leader in the field. An instant tea was 
introduced in certain sections of the 
country during the year, and it is plan- 
ned to market the product nationally 
in 1960.” 

Standard Brands, Inc., showed a con- 
tinuation of its upward sales trend, 
earnings and dividends in 1959, accord- 
ing to their report to stockholders. 
Sales reached a new high of $521,758,- 
239 copared with $519,747,132 in 1958. 

3ordon’s, in their report showed 
earnings during the year of $25,548,693, 
an increase of 3.8 percent over the 
$24,612,475. 


New Orleans Notes 


@ @ The Green Coffee Bowling League 
scores, as reported by Rodney Abele, 
Leon Israel and Bros., Inc., secretary of 
the League, are: First high team, three 
games, Buckley and Forstall 2508; second 
high team, three games Delta Line, 2429; 
third high team, three games, Aron No. 
1, 2397. First high individual, three 
games, Jerry Toca of Buckley and For- 
stall’s team, 598; Second high individual 
three games, Jack Taylor, Aron No. 1 
team, 569; Third high individual three 
games, Ed Landry, Biehl and Co., team, 
566. First high team game is Buckley 
and Forstall, 921; second high team game 
is Aron No. 1, 896; third high team 
game is Delta Line 878. First high in- 
dividual game is Clifford Spuhler, Aron 
No. 1, 246; second high individual game 
is Jerry Toca, 239 and third high in- 
dividual game is Jack Taylor, 226. Team 
standings are first, Delta Line; second, 
Aron No. 1; third Leon Israel; fourth 
Dupuy; Fifth, Buckley and Forstall; 
sixth, Bendiks; seventh, Aron No. 2; 
eighth, Kentucky Warehouse; ninth, S. 
Jackson and Son; and tenth, Biehl and 


Company. 
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@ @ Jose Pacheco of the Institute of 
Brazil Cafe visited New Orleans re- 
cently where he called on the trade. 


# ® David Kattan has returned to Hon- 
duras on business after a visit in New 
Orleans. 


@ @ Albert Schaaf of Stewart Carnal, 
Ltd., has returned to New Orleans from 
a business trip in Texas. 


@ @ Warren Sheppard of Mississippi 
Shipping Company has returned from a 
business trip. 


Kunz 


they 


#8 Mr. and Mrs. William 
leaving for Europe where 
reside for some three months 


are 
will 


@e Mr. and Mrs. William Walker 
sailed recently on the Del Norte for 
Brazil where they will remain for four 
years. Mr. Walker was until recently 
freight agent for the Mississippi 
Shipping Company and will become as- 
sistant manager in one of the Brazilian 
offices of the Mississippi Shipping Com- 
pany 

@eMr. Jack Arnold of Huggins- 
Young, Los Angeles, was a recent Car- 
nival visitor. 


eer. A. Wendt, Assistant Vice Presi- 
dent of the Mississippi Shipping Com- 
pany has returned from a business trip 
to Chicago. 


® ® Captain John W. Clark, president 
of the Mississippi Shipping Company has 
returned from New York and Chicago 
where he was visiting the firm’s offices. 
He had just returned from an extensive 
trip to West Africa and the European 
Continent, on business. 

@ @® Oscar Z. Levy, IJr., Managing Di- 
rector of Vicri, S. A., has returned to 
3razil after spending a vacation in 
Europe, and later two weeks in New 
Orleans, visiting with his parents and 
J. Aron and Co., Ine. 


Chicago 


# # In top level changes at Superior 
Tea & Coffee Co., 2278 N. Elston Ave., 
president Walter Katzoff, a co-founder 
of the company, was named to the 
new position of chairman of the 
board. Earl Cohn, former executive 
vice president, moved to Mr. Katzoff’s 
former post. Sanford Cohn is the 
new executive vice president and sec- 
retary, while Erwin K. Taylor was 
named vice president and treasurer. 


= @ William Sexton, vice president of 
John Sexton & Co., is on a two weeks 
vacation in Puerto Rico. Company 
fully represented at the upcoming Na- 
tional Restaurant Association Show, 
which will be held May 9-12 in Chicago 
at Navy Pier. 

@ @ James Zees, vice president of Zees 
Coffee Co., Inc., 160 N. Peoria, is also 
vacationing under tropical skies. He 
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returns from his Miami, Fla. vacation 
early in April. 


@ @ Turkish blend coffee is making 
some inroads at downtown department 
stores, as well as neighborhood food 
and department stores, according to of- 
ficials of Aroma Coffee Co., 1106 W. 
Van Buren St. Company officials 
credited in-store demonstrations, in- 
creasing number of Americans travel- 
ing abroad, and the influx of aliens 
in this country for the rise in Turkish 
blend coffee sales. A_ recent prestige 
addition was Marshall Fields & Co., 
which is carrying Aroma’s turkish 
blend in its gourmet foods section. 


Aroma officials said they are setting 
sales goals for other influential depart- 
ment store gourmet sections. 


@ @ The effects of Folger Coffee Com- 
pany’s invasion of this market last 
year are still being felt. Small and 
medium size coffee companies would 
like to see a retail price hike. They 
blame the intense competition among 
the major coffee companies doing busi- 
ness in this market as a prime cause 
of the low price pattern in food stores 
here. One small coffee company of- 
ficial noted that when the big coffee 
interests reduce prices to gain a com- 
petitive advantage, other size companies 
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Chicago Notes 


(Continued from page 61) 


supermarket competition 
business, Jewel Tea Co. recently 

teatured five coffee items and two 

Mlucts in an eight page pull-out 
the ur Chicago newspapers 

( pamphlet s back page, where 
upons were carried, Jewel had a 30 
cent off certificate on Manor House 
Coffee Jewel 
listed Salada tea bags, a package of 48, 
it 54 cents, with the 15 cent-off label 
It also carried the one pound can ot 


Inside the ad piece, 


Sanka Coffee at 79 cents, the one 


pound bag of its own Bluebrook coffee 


& Sanborn in 


stant coffe m the 6 oz jar at So 


it 65 cents, and Chas 
cents, with a 10 cent-off label 


retail offer, National 
» Paves O} oupons, 


of the two pound 


BB On hottest supermarket 
pound can of Fol 

regular o1 drip cottee at $1.09, 

being offered one week by the six unit 


Pick-N-Save independent chai: 


® @® Coffee Instants, Inc., Long Island 
City, N. Y., hosted the morning coffee 
breaks for the National American 
Wholesale Garocers Association 54th 
immual convention in the Palmer 
Houses hotel here, Mar 13-16 M« 
rmick & Md., which 
has a tea line among its other food 
products, had booth 10 and 11 at. the 
NAWGA convention. TThe Maxwell 
House Division — of Foods 
Corp., Hoboken, N.J., was a sponsor at 
wholesale grocers meeting \ 
resentative of Dannemiller Coffee 
Brooklvwn, N. Y. was also 
tendance at the NAWGA show 


Baltimore, 


General 


® 8 Continental Coffee 
Clybourn Ave 
Part of the enlarged facilities will be 
additional 


Co., 2550 N 
is expanding its plant 
used as laboratory area 


Continental is an institutional purveyor 


8 8] wenty-five members of the sales 
ind management staff of Gold Prize 
Coffee Company attended the firm’s an 
nual sales meeting held this vear on 
March 11, 12 and 13 in Washington, 
I). ¢ 

Aside from the business portion of 
the meeting, which considered coffee 
problems from export quotas in South 
\merica to correct brewing procedures 
in the individual salesmen’s accounts, 
a full schedule of sightseeing and en 
tertainment was maintained 


San Francisco 


@ @ Green report that 
business is quiet at the moment. Sta- 


62 


coffee men 


m Pacific Coast imports tend to 
confirm their declarations. First quarter 
shipments to the coast are down by 134,- 
577 bags, in line with the general trend 
throughout the nation. One reason is the 
fact that 1959 served as a year for in 
ventory building by means of large im- 
ports 

Centrals has been in a good position 
with general demand continuing. Coun- 
tries in this bloc have had no trouble in 
selling their quota, particularly as_ the 
trend towards quality continues. The 
new quota period starting April 1, should 
see more coffee from this area avail- 
able. There are plenty of spots on hand 
in this area, but no real weakness has de- 
veloped in the market. Prices to date 
have been successfully controlled, with 
fluctuations taking place in a narrow 
range. It is hard to tell what effect 
the dip in African coffees will have on 
the market, but with growing world con- 
sumption it is felt by some here, that 
weakness will not spread to other grades, 
at least for a time 


ee Werner’ Lewald, new — secretary 
treasurer of the Western Spice Trade 
Association hosted a recent meeting at 
corned-beef and cabbage, and 
Balinese dancing girls, 


which 
color slides of 
went hand-in-hand. The day of the meet, 
St. Patrick’s. Peter Ananda, of the In- 
donesian Consulate General's office ar- 
ranged for the pictures 

@ 8 Allen Ehrhardt, who until recently 
demonstrated his talents in the coffee 
business, is now doing something about 
the antiquated facilities of the San Fran- 
cisco library. As one of the library com- 
missioners he is endeavoring to apply 
business methods to the handling of books 
so that patrons will not be subjected to 
long delay as in the past 


8 @ McCormick and Co., has purchased 
all of the outstanding stock of Gorman, 
Eckert and Co., Ltd. of Canada. William 
Gorman, presently serving as president of 
the Canadian company will continue in 
that capacity. John N. Curlett, president 
of MeCormick will serve as chairman 
the board 


es 8 Bill Hughes, hit the air lanes again 
last month with visits to Guatemala, Nic- 
aragua, Panama, Peru and Brazil. Bill 
has become a regular commuter to these 
parts recently 


@ @ Folger has come up with a new 
advertising character to exploit the 
merits of the company’s coffee. J. Bolder 
Bean will make his appearance on TV- 
spots and point of sale advertising to 
carry the message of “more coffee 
power” inherent in Folger coffee beans 
“l’m going to help Folgermen sell cof- 
fee like crazy,” says J. Bolder. Folger, 
incidentally, is one of the major area 
companies to participate in the applied 
business management course being of fer- 
ed by the San Francisco state college 
Members of the firm participating in- 
clude Bill Budge, J. A. Folger, and 
Floyd Williams. 


COFFEE .& TEA 


@ @ The Tea Council, this year, pre- 
sented a $10-thousand scholarship grant 
to the School of Hotel Administration of 
Cornell University. It was from this de- 
partment of Cornell that the recent bro- 
chure on, “How to Pre fits 
from Tea,” emanated 


crease 


@ ® Elwood Wright, recently associated 
as a consultant with the coffee depart- 
ment of Schillings, is now a member of 
the staff of McBain Coffee Co., Oak- 
land, Cal. Elwood’s long experience with 
such operations as that of Wellman 
Peck Co., which included merchandising 
of a general food line, and direct charge 
of the coffee department has equipped 
him to make that knowledge and judge- 
ment available to the companies he serves 


@ @ juan G. Frivaldo, governor of one 
of the Phillipine provinces was a recent 
visitor at Schillings. Frivaldo is in- 
terested in promoting the canning indus- 
try in his country, and carried on part 
of his studies at the invitation of the 
latter company 


source brings 
the lowest 
price for big 
quantity users. 


# 2817 
Fine quality leathers, 
finest made. 


our Catalog 

of our large 
assortment of 
novelty items. 





ALL PLASTIC BALL PENS 
50 gross or over 3'/2¢ each 
100 gross or over 3¢ each 
Net, f.o.b. New York, N. Y. 
Also suitable as a give-a-way 
to stimulate your products 
PACEMAKER PRODUCTS 
96 Prince St., New York 12, N. Y. 











INDUSTRIES and The 


Flavor Field 





PHOTO COURTESY UNITED FRUIT CO. 


You’ve never seen such a beautiful lake— 
or tasted such wonderful coffee 


It seems only natural that Guatemala has 
two of nature’s greatest gifts — 


Lake Atitlan and mild, flavorful coffee. 


Anyone who has seen Lake Atitlan 
will never forget its scenic splendor. é 


Anyone who has tasted Guatemalan coffee 


will come back for more of its fine flavor. ) y) 3 
That’s why increasing numbers of U. S. Coffee 


roasters are turning to Guatemalans— 


the world’s finest coffees. i SB 

If you want mild, flavorful coffee UWtectt 
in your blend, 111 WALL STREET 

switch to Guatemalans. NEW YORK 5, N. Y. 


Telephone: 
BOwling Green 9-6616-7 
Cable: GUATCOFFEE 


Bulletin #6 is available for distribution. If you have 
not as yet requested your copy, do so today. It’s free 
for the asking. 

APRIL 1960 








Classified 
Exchange 


RATES 
"—$3.50 I"—$6 2"—$11 
3"—$15  4"—$18 


Situations Wanted: 5¢ per word; $1 min. 





Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 





( Reburlt | 
Machiners ar > 


Esteblished 1912 


Ky 
FOR SALE PIECEMEAL 
Modern Roasting and 
Grinding Equipment 
Available At Tremendous Savings 


3—Jabez Burns Model 23R 
Thermalo Coffee Roasters, 
complete with Stirflex Cool- 
ers and Foxboro Automatic 
Controls. (located in Chi- 
cago) 

3—Jabez Burns 4-bag Jubilee 
Coffee Roasters with Stir- 
flex Coolers and Taylor Au- 
tomatic Controls. (located 
in New York) 

1—Gump No. 666 Granulator 
or Grinder for fine or all 
purpose grind. 

2—Jabez Burns Green Coffee 
Mixers or Blenders, 10 and 
12 bag capacity. With dust 
fan and feeding and dis- 
charge bins. 

ALSO AVAILABLE 


Triangle Elec-Tro-Flex Automatic Bag Maker, 
Weigher ard Sealer 

Gump Size 550 Green Coffee Cleaners 

Pneumatic Scale Auto Cartoning Unit, 
complete 

Package Machinery, Hayssen, Scandia, 
Battle Creek Box Wrappers 

A-B-C, Standard Knapp and Ferguson Auto- 
matic Shipping Case Gluers 

Burns No. 6, 7 and 8, ' and | bag 
Roasters 

Burns No. 12, 14 and 25 Grinders 

Fitzpatrick Stainless Steel Comminuters 

Knapp, CRCO. Burt Wraparound Labelers 

Stokes and Smith Models Gi, G2, HG84, 
HG87 Auger Fillers 


INSPECTION INVITED 
Write, Wire, Phone Collect For Details And 
Also For Our Special Low Bargain Prices 


Union Standard Equipment Co. 


318-322 secevetie 6 St 167 North May St 
New York | Chicago 7, Illinois 
CAna! 6-5334 SEely 3-7845 
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COFFEE & TEA INDUSTRIES and The Flavor Field 





TODAY, 
SUPERMARKETS WANT 


FOGG ¢ 60 warm 


And now tough, extra-protective liners of new Du Pont ''K’” 
cellophane keep pre-ground coffee really fresh 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’! want to stock more 
of your coffee. 


Why “‘K” cellophane-lined bags? Be- 
cause new ‘‘K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshness and flavor people 
want. “K”’ cellophane is tough. Tests 


prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new ‘‘K”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
““K”’ cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


KEPT 
FRESH IN 


mecrenmsinnsncenssnanicemenmneni nels: (Bis 


IUR 


YOURS FREE! “2H 
4-Page Booklet,"‘A New a 
Bag Liner for Coffee” 


Ek. I. du Pont de Nemours & Co. (Ine.) 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 

Please send me my free copy of Du Pont's 
booklet, “A New Bag Liner for Coffee.’’ 


Name 


Firm 








Street 





City 





State 











Agents: 
kk. S. Binnings 
New Orleans @ Houston @ Galveston @ St, Louis 
Balfour Guthrie & Co., Ltd. 
San Francisco @ Los Angeles @ Seattle 
Portland @ Vancouver, B, C. 
Robert Reford & Co, 
Montreal @ Toronto 
Boston Shipping Corporation 
Boston 
Penn-Maryland Steamship Corporation 
Baltimore 
Lavino Shipping Company 
Philadelphia 





General Agents 
Grancolombiana (New York), Ine. 


New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 


WHitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 





